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FOR THE UNSEEN VALUES 


Merchants who build sound businesses always search for the. unseen 
values in a line. They know that smart styling is essential, that frequently 
it is the primary cause of a sale, but customer-following and store prestige 
never were built without such unseen values as perfect fitting qualities, 
reliable construction and consistently good materials season after season .. . 
You can measure these unseen values in T'weedies by watching the line 
perform. Ask any Tweedie dealer. He’ll tell you they sell, they fit and 
they wear. Furthermore, the plus value built into Tweedies permits an extra 
margin of mark-up where necessary . . . Tweedie Footwear Corporation, 
Jefferson City, Missouri, Shoemakers since 1874. 
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VOICE of the TRADE 


THE penny post card is the em- 
blem of the new speed of business. 
More and more they are being used 
and there is a reason other than 
economic. The busy merchant finds 
it a great convenience to write out 
in long hand an instock order or a 
request for a catalog or an answer 
to a letter. A post card lends itself 
to brevity. Many a letter has been 
stretched out with a dull tonnage 
of words simply to give vocal exer- 
cise to a man enjoying the timber 
of his own voice. 


So look not with scorn upon the 
lowly post card. Uncle Sam carries 
it with the same dispatch as a sealed 
letter. Ten of them are being used 
today to one used five years ago; 
and if the Gettysburg Address was 
written on the back of an envelope, 
who can tell but what a million 
dollar order might be written on 
the back of a penny post card. 


* * * 


A. V. FINGULIN, for thirteen 
years editor of the Shoe Repair 
Service, a publication of the Na- 
tional Leather and Shoe Finders 
Association, adds to his duties as 


head of the Trade Promotion Bu- 
reau and Publicity Department by 
serving as acting secretary until 
such a time as other plans may be 
made. 

The recent Detroit convention 
gave proof of the fact that shoe 
repairing is not something that 
finds its greatest prosperity when 
general business is bad or in the 
depression; but the fact remains 
that shoe repairing progresses as 
the index of better business moves 


forward. 
*% * * 


©THE hardest size we find to 
keep in the house is a 414 C,” was 
the remarkable assertion of Bruce 
Williams, whose French Booterie 
in Hollywood caters to the smart 
trade of that well-known town. 
“Women are wearing wider 
shoes. Imagine an exclusive shop 
like ours, where the average unit 
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price is $13.50, having enough de- 
mands for D’s to warrant our car- 
rying many patterns in this width. 
Manufacturers who make the grades 
we sell, are obliged to have special 
lasts made for this store. We even 


Page I! 


carry D’s in our 22/8 and 24/8 
heel heights. I had much rather a 
woman would come in with a C or 
D foot to be fitted than to see a 
triple or even a double A. Most 
of our patrons are women who are 
on their feet a great deal, so they 
demand shoes that are comfortable, 
as well as ultra-smart. Perhaps 
that accounts for the greater num- 
ber of wider widths which are fitted 
here.” 
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AS the public dumb? Not so that 
you could notice it. Yet there are 
hundreds of ad writers who believe 
that the 1936 public can be fed the 
same hops and hopes so effective 
a generation ago. Evidently the 
veterans liked what we had to say 
about bonus money: “Great gobs 
of money went into circulation 
through the cashing of bonus bonds. 
The surprising thing about that 
timely contribution to purchasing 
power was that the commercial 
houses that ballyhooed most ‘hold 
onto your bonds, but if you must 
buy something, come to us’ got a 
reverse kick back. Veterans don’t 











like to be patronized. They feel 
that they know what they want, 
when they want it and can buy 
without tutelage.” 

Never insult the intelligence of 
the common man. Recently there 
appeared a bargain basement ad- 
vertisement keyed to the thought: 
“Tuesday Thriller.” The man in 
the subway, reading it, made the 
following comment to us: “So they 
are selling 9781 pairs of men’s 
shoes including $3.00 to $10.00 
grade famous makes for $1.99. 
Well, they are very honest because 
they add in a box—75 pairs of a 
nationally-known named shoe, 103 
pairs of another, 84 pairs of a name 
that once was ‘tops,’ 72 pairs of a 
named shoe, 218 pairs of a named 
shoe, 86 pairs of a named shoe. So 
‘ out of that 9781 pairs of shoes there 
were 638 pairs that were used as 
‘famous makes bait’ to bring the 
customers in—leaving a balance of 
9143 pairs of shoes that evidently 
were just $1.99 values. Well, the 
ad comes from a thoroughly re- 
sponsible department store and un- 
doubtedly 638 pairs of shoes repre- 
sent surplus values at $1.99. But 
after all, the odds are one to four- 
teen that the customer will get 
more than his money’s worth.” 

A pretty sage observation of shoe 
selling and, perhaps, only one of 
the multitude. Now the question is 
whether it wouldn’t have been bet- 
ter for the makers of these famous 
named shoes to find some other 
way of disposing of their odds and 
ends than through job lot houses 
that buy the shoes more for the 
names than for the sizes, styles and 
season. 








NEAL O’HARA, widely syndi- 
cated newspaper columnist and 
member of the Herald Traveler, 
Boston, said, at the Summer Sales 
Promotion Conference: 

“TI should like to inquire of you, 
also, why does a bargain base- 
ment advertisement usually look 
different, typographically, from 





IT’S A “NATURAL” 





—Says friend Zilch, prominent man- 
ufacturer: 

—'lf Landon is elected we shall spend a 
large sum of money in expanding our 
plant and for promotion and publicity. 
But if Roosevelt is re-elected we shall do 
it just the same." 

—At this time, with politician fever 
running high, it's easy indeed to 
make all sorts of dire threats and 
startling prophecies. 

—But a "natural" recovery is under 
way and it's a safe bet that busi- 
ness will move forward this fall 
and during 1937, irrespective of 
political factors. 

—America will never go Bolshevik 
nor berserk; and it's a wise and 
fortunate man who can adjust him- 
self gracefully to changing con- 
ditions and ride in at the head of 
the prosperity parade. 


Sista 671i. 


President 





the ads for the upstairs store? And 
by different, I mean inferior. I’m 
just asking. But by and large they 
do. 

“One sweet posie for retail ad- 
vertising. It describes and _illus- 
trates the goods, and it also quotes 
prices. That price-tag factor is im- 
portant—to me. I cannot tell you 
how many times I have stopped 
before a store window, attracted by 
some piece of merchandise therein. 
It is a luxury I have no special 
need for, yet I yearn for it. But no 
price for it is displayed in the win- 
dow. Now, I’m just the kind of 
fellow who has the jitters going 
up to a clerk, expressing interest 
in an item and inquiring: ‘How 
much?’ I’m afraid if it’s too much 
and I walk away without buying, 
the clerk is muttering what a cheap 
skate I am. Really, I am sensitive 
that way. But if I see an item in 
a window display that I pine for 
and the price is given and it is 
right, I’d scurry into the store like 
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all-get-out and slam my money 
down. 

“This is critical of whoever is in 
charge of window displays, mind 
you; and a negative compliment to 
you retail advertising folks for 
always quoting prices in your paid 


* * * 


THE entire staff of R. H. Fyfe & 
Company of Detroit, one hundred 
strong, find it educational to meet 
at 7:15 A.M., have a community 
breakfast, and drive out to the tan- 
nery of N. J. Schorn & Company 
of Detroit, to see calfskin in the 
making. 

The little travel trip was short 

and sweet and every one was back 
in time for the nine o’clock store 
opening. The very novelty of such 
an excursion in the cooler part of 
the day had its values education- 
ally. 
IDR. DONALD A. LAIRD emi- 
nent psychologist, said in the Amer- 
ican Weekly—which, as you know, 
is distributed every week to nearly 
six million families throughout the 
United States: 

“Red colors—lots of them—are 
found by the investigators looking 
through the peep-hole to stop more 
people—possibly showing that we 
are all a little barbarian at heart 
in our attention to colored things. 
Blue and green colors in a window 
display may be more beautiful to 
the soul of an artist, but they will 
not get business the way red does. 

“Another abnormal trait which 
costs stores and customers thou- 
sands of dollars each year is that 
most customers quickly get into a 
somewhat dazed condition, wander- 
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ing around in a fog and not think- 
ing as sharply as when they are at 
home or playing bridge. This 


‘mental confusion’ as the psychia- 
trists call it, is due largely in the 
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_ customer seeing so many things 


she wants that she just can’t make 
up her mind and becomes foggier 





















and foggier the longer she shops 
each day. In this dazed condition 
people buy shoes which are too 
small for them, misunderstand 
what the salesman tells them, bump 
into people, brush things off the 
counter, and lose their packages, 
umbrella or handbag.” 


* * * 


SANTA CLAUS comes in July. 
Cal. J. Mensch, secretary and 


managing director of the Middle | 


Atlantic Shoe Retailers Associa- 
tion, tells us: “Last week I called 
at the store of Charles Cleres in 


North Philadelphia. 








“Recently a customer came into 
his store from South Philadelphia 
(seven miles distant) to purchase 
a pair of cloth top button boots, 
size 544D. Mr. Cleres telephoned 
several neighboring stores and 
finally located a pair. The re- 
tailer quoted him a price of $1.60. 
Mr. Cleres hopped in his auto- 
mobile and motored six miles to 
get the shoes; returned to his 
store and to his amazement dis- 
covered the shoes he had secured 
were mismated (right six C; left 
five and a half D). Both shoes 
were fitted. The customer paid 
$5.00. Mr. Cleres issued and 
mailed a check for $2.00 to his 
fellow retailer who supplied the 
shoes. 

“The pair of boots in question 
had been made by a prominent 
manufacturer who had liquidated 
his business about twenty years 
ago to the satisfaction of all. And 
so ends this July Santa Claus tale.” 


* * * 


SPEAKING about his own store 
and his own town, R. R. Evans, 
men’s shoe buyer for the Frank 
Werner store in San Francisco said: 

“San Francisco is not a town 
where the men wear many sports 
outfits on account of the climatic 
conditions, yet men are dressing 
more, traveling more and are own- 
ing more pairs of shoes. The great- 
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est opportunity for a store to show | 


increases in pair sales is in the 
men’s department, much more so 
than any other department in the 
store. 

“In spite of what has been said 
about men wearing sport shoes 
here, we have found a decided mar- 
ket for sport types. One of the best 
ways we found was to dramatize 
the fact we had shoes of this type. 
A recent window in which 47 vari- 
eties of men’s sport shoes were 
featured did much to get the news 
circulated around that we had such 
a wide assortment. So far this year, 
the store has experienced a much 
better trade on sport shoes than 
was anticipated. We expect the 
trade will hold up on shoes of this 
type right through August and 


September. 
* * * 


A BIT of a story from England 
tells of three shop girls going into 
a shoe store, during noon lunch 
hour, and buying a pair of shoe 
strings for the fun of it. 

There’s an idea in this somewhere. 
What small gadgets, or necessities, 
has the average American store to 
tempt shoppers to come in and buy 
for the fun of it? Maybe the pur- 
chase is but a trifle, a nickel or a 
dime perhaps. But “the fun of it” 
to quote from the English story! 

Customers come in for the plea- 
sure they derive from the visit. 
When three girls come in to buy a 
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pair of shoe strings “for the fun of 
it,” there’s a prospect for three cus- 
tomers for shoes in the future. Also, 
of three girls going forth and telling 
their friends about the pleasant 
visit they had to the shoe store. 

Sometimes these small things, 
words, gadgets, services and so on 
spread far and wide. Some stores 
give shoe laces free—and talk about 
it in window cards—to make a traf- 
fic of conversation on the subject of 
shoes. 

* * * 
66THERE is no reason why chains. 
specialty shops or even department 
stores can steal the business from 
the independent shoe retailer,” de- 
clared Russell Werner, San Fran- 
cisco. “We buy our shoes before 
the dresses are bought and so can 
time our purchases better. We can 
also coordinate our accessories bet- 
ter, for we can select shoes, hose, 
bags, belts, and even flowers and 
gloves with a better eye than if a 
half dozen buyers were working 
separately. 
* * * 

6°THE people as a whole have had 
enough of gloomy atmospheres. 
Stores as a whole need brighten- 
ing up. If the atmosphere of a 
store is bright. If there are happy 
faces on the salespeople and the 
right shoes on the shelves, one can 
easily get a dollar pair plus for his 
product,” is what Carol Wills of 
Oakland and San Francisco thinks. 
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When the Frost is on the Turf 























CHECK UP ON 


O.K. for black. Get set for gray and gray-blue. Be 

careful with green ... and read this article right to 

the end if you want to know what’s happened to 
color and silhouette in the last two weeks! 


Hats with the peaked, lifted 
look call for the same dra- 
matic line in shoes. The 
velvet costume emphasizes 
the great importance of 
black and illustrates the 
tunic line in suits, one of 
the four silhouettes of the 
season. 


by 
RUTH 





HARRINGTON 















FALL 
FASHIONS 


From The July Openings of the 
Ready-To-Wear and Millinery 
Market 


WE in the shoe business work so far ahead of our 
season, that we are all apt to be thinking of Fall in 
the past tense by now. That’s a dangerous frame of 
mind. Fall isn’t finished—it’s just beginning. Ready- 
to-wear houses have just started to ship their orders. 
The Fall wholesale clothes openings have just taken 
place and out of those collections have come 
certain confirmations and certain surprises in color 
and silhouette. 

However safe you may be in your basic buying, now 
is the time that late, high fashion developments may 
catch you unawares if you don’t watch out! 

Here is a brief summary of the developments in the 
garment and millinery market which will have a bear- 
ing on your promotion of shoes and which may make 
you want to buy a few, last minute additional pairs 
to cover fashion tie-ups with these new clothes. 

If you had a hunch that black was going to be 
tremendous, then your hunch was 100 per cent right, 
and the RECORDER was correct in plugging black so 
insistently. Merchandisers of coats and suits and 
dresses are buying black across the board. In all grades 
of merchandise, black is first by a huge majority, 
trimmed first with black and then with contrasting furs. 


Black is always first, of course, in numbers, but this 
year it ranks ace-high as a fashion first, too. Black 
shoes, heavily bought, are the safest of investments! 
Black shoes trimmed with Spanish Tan can _ be 
promoted as a highlight for black coats trimmed 
with mink, tawny foxes and other bright brown furs. 
Even brown shoes could be sold for these new brown- 

fur-trimmed black coats. 
When it comes to second choice, high-style and vol- 
ume merchandise come to a parting of the ways. Vol- 
[TURN TO PAGE 34, PLEASE | 


The three suede shoes are advance styles 

from the new Bergdorf-Goodman Delman 

Salon which will open shortly in New 

York. They all exemplify that “lifted-in- 

front” line that fits the new clothes and 
hats. 
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Santa Barbara, Calif. To the left are the rest rooms for men and women. Through the 
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i 
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i Looking bea the children’s department to the patio in the Ralph Runkle shoe store, 
gates is the stockroom and freight receiving room, while at the right is the service room. 
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{ 
Illustrating in the Ralph Runkle shoe store 
how separate selling sections may be had 

through shelving arrangements. In general 
the men’s shoes are on the left, the children’s 
section with the X-Ray machine to the rear, 
while the women’s shelving is to the right. 
Four divisions of the stock allow customers to 

be seated near the shoes to be fitted. 


Service room of the Runkle shoe store, where all the 
shaping machines, lasts, stretchers and jacks are kept. 
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[CONTINUED FROM PAGE 19] 
which was fairly modern. We felt if we kept to that 
‘fairly modern’ store, someone would come along 
and put a better one in our town, then where would 
we be? 

“The easiest thing in the world is to sit back and be 
satisfied with a growing business that is making a 
comfortable living. Suddenly one will wake up and 
find his business slipping fast, all due to lack of 
modernization. 

“A good store is strictly insurance protection for 
future prosperity. 

“One does not have to be a gambler or a long shot 
artist to appreciate the need of having the most modern 
setting for his retail store. Our former store was up- 
to-date but not ahead of the times. Our present one is 
just as far ahead as the best architectural counsel could 
make it.” 

No retailer can admire a certain store and literally 
reproduce that store in his own locality. Adaptable 
ideas are picked here and there. This store’s window, 
that store’s interior display and still another store’s 
service department arrangement. So let’s do that very 
thing, picking up individual good ideas where we can 

[TURN TO PAGE 38, PLEASE] 
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MANY industries that think they are riding high, wide 
and handsome may be in for an awful let-down if pur- 
chasing power gets the colic or cramps. The American 
public, individually, just hasn’t got the money to pay 
for all these new automobiles, new radios, new refrig- 
eration and all the new extras that super-salesmanship 
pressure sells them. 

Millions for luxuries, not one cent additional for 
shoes. A free spending hand for travel, entertainment, 
liquor and luxuries and a tight fist for the necessitous 
things such as men’s clothing, men’s and children’s 
shoes. Millions for beauty parlor extras, but pennies 
for dentists, chiropodists and professional services. 

Not that we deplore the purposes and pleasures of 
such buying, but we know that things have to be paid 
for—sometimes in great agony. Step out of your store 
some morning and go down to the Poor Debtors’ Court; 
and see the hundreds, yes thousands and millions of 
claims pouring through the machine shop of the courts. 
In an effort to collect, what a headache it must be to 
conduct an instalment business. 

You see, the American public cannot stop buying. 
It will buy over and above its needs. As Micawber 
said: “Eighteen shillings income, eighteen shilling 
spent—happiness. Eighteen shillings income, eighteen 
shillings six pence spent—misery.” 

Things bought on impulse and paid for in pennies 
and regrets. You can’t get away from the fact that 
commercial cleverness in this country has made people 
want things and more things. Every girl feels that she 
is a “Million Dollar Baby in a Five and Ten Cent 
Store”; and every boy believes that an automobile is 
requisite to his happiness. As a young shoe man in 
Chicago put it—“What we need in a good many parts 
of this country is a compulsory ‘course in sales- 
resistance’ for young married couples to take, to assure 
them of a balanced mode of living.” 

Most every business now sells “on time”—pushing 
off the day of reckoning. Every movie palace sells 
happiness through wealth; yet pictured estates and 
such can only come to the exceptional few. We have 
reached a period in life, the world over, where we 
think that nothing makes happiness except material 
“things.” The mode of living has been stepped up to 
a killing pace and money seems to be the only instru- 


TURN-OVER, THE KEY TO PROGRESS 








BOOT AND SHOE RECORDER, July 25, 1936 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


ment that can continue the speed of business and life 
itself. 

Naturally you just can’t continue this spending spree 
in an “$18.00-a-week-wage country.” By and large the 
work wage of the country is at or about that figure. 
So it evidently appears that we have got to lift the mass 
wage ... or else. When the burden of debt gets too 
heavy for the individual, he must cut out all buying, 
even the necessitous things. 

Many people have already forgotten that there was 
such a thing as a depression, but they will find out that 
they are living in a Fool’s Paradise if outgo exceeds 
income. Some day soon government will cease pour- 
ing out largess in billions, but it is obvious to any 
forward-thinking individual that the pipe-line cannot 
be plugged next» year or the year after. 

Which leads us to the point that the year 1929 was 
primarily the year in which the buying power in the 
country collapsed. One and all had to stop buying 
new things so that they might pay for the old. Let’s 
look at the record: 


NATIONAL INCOME PRODUCED AND PAID OUT 
(In Millions of Dollars) 
1932 


Item 1935 


Income produced ................ 81,034 39,545 52,959 
MOG DOIN soe os Fo once Gee 2,402 —8,817 —628 
Corporate. savings ................ 1423 —6366 —1,443 
Business savings of individuals.... 979 —2,451 815 
Income paid out................. 78,632 48,362 53,587 


National income paid out, was given by types o ment as 
follows for some pp val 6 by t per 


NATIONAL INCOME PAID OUT BY TYPES OF PAYMENT 
(In Millions of Dollars) 


Item 1929 1932 1935 
Total income paid out............ 78,632 48,362 53,587 
Total compensation of employees.. 51,487 30,920 36,057 
Salaries (selected industries) (a). 5,663 3,387 3,417 
Wages (selected industries) (a)... 17,197 7,017 ~—- 10,549 
Salaries and wages (all other in- 

NED oo i oh es cee 27,690 19,417 20,173 
Work-relief wages (b)............. ay i aa 1,313 
Other labor income............... 937 1,099 1,005 
Total dividends and interest (c).. 11,218 7,980 7,303 
TON AG inact coe cms 964 2,754 2,830 
WN en ee es aa i 5,104 4,975 4,422 
Entrepreneurial withdrawals ...... 12,503 7,992 8,701 
Net rents and royalties............ 3,424 1,470 1,526 


The shoe industry is a rather fortunate industry in 
[TURN TO PAGE 41, PLEASE] 
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made by WEYENBERG SHOE COMPANY 


a 


Not only do Massagic shoes “take you off your feet” by being 
so comfortable, they surprise you with their coolness—a rarety 
in dress shoes for men. The reason, of course, is that they are 
made of Evans Kid. This kid breathes. It retains its fine finish, 
even on shoes designed for comfort, for the color penetrates 
clear through the skin and will not pull out. No faded under- 
tones appear. Item: sell comfortable, cool shoes—sell shoes of 
Evans Kid. John R. Evans & Co., Camden, N. J. 


STYLE No. 2209 
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A NEW DAY FOR MEN'S 


» 


~AIR/STEP 


Shoes for Men 








BIGGER SALES 
BIGGER PROFITS 
Hailed as the most revolutionary advance in shoe making 
since the Goodyear welt, Air Step Shoes for men are all 


@ 
with c shoe of that—and then some. NOW, for the first time, men 
H can have what they’ve always wanted in a shoe. Style and 
competition fit, plus wear and comfort that no other shoe can match. 


And every shoe merchant knows what that means in new 


3 
can t match Sos customers and repeat business. 
. Shock Absorbing Action 


Exclusive features that can be Oem In Air Step Shoes your customers actually walk on air. 
felt and demonstrated The patented aerolastic filler used with such sensational 


Perfect Flexibility ‘tei Full width Aerolastic sole 
: Full width built-in 40 AavOrasis 89 

— oe ae a Aerolastic heel cush- Note how upper, insole, 

ee tn a rigi _ l. ion. Extra thick Aerolastic filler and welt 

a, tate under point of heel are“Thru-Sewn” with the 

“Ai xes—at the hase. famous British lock stitch. 
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SHOE MERCHANTS 


an 


success in Air Step Shoes for women is used in the sole 
of Air Step Shoes for men. A similar built-in cushion 
in the heel absorbs heel shocks. The whole foot is 
cushioned. The “pound” on the feet is actually lessened 
80 tons per day. 


Perma-Smooth Insole 
And Air Step Shoes have a new and revolutionary in- 
sole—the Perma-Smooth insole. It’s made possible by 
the use of the famous “Thru-Sewn” British lock stitch 


Style first, 
last and 
always 





construction. Insole, filler, upper and welt are “sewn 
thru.” Therefore filler can never creep or lump. Tread 
remains smooth and flat always. Insole can never curl. 
Foot cramping is ended and this does away with ex- 
cessive perspiration and cracking of insole. 


Revolutionary! Amazing! Exclusive! See this shoe that 
competition can’t match—the biggest money-making 
opportunity in the whole men’s shoe business. Our 
men are in the field now. Write or wire that you want 
to see samples NOW! 


40% mark-up at $ ape 


retail price 


Mrvewew Sroe Gorayparny 
MANUFACTURERS ST. LOUIS 


Also manufacturers of Air Step Shoes for Women, Brownbilt 
Shoes for Men and Women and Buster Brown Shoes for Children 
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NATIONAL SHOE FAIR SELECTS 


Will Stage National Conventions 
and Exposition at Palmer House, 
and Asks Program Suggestions 


**WNATIONAL Shoe Fair will be held in Chicago, 
January 4, 5, 6, 7, 1937; the Palmer House will be 
headquarters,” announces Chairman Herbert N. Lape 
on behalf of the joint committee of the National Boot 
and Shoe Manufacturers Association and the National 
Shoe Retailers Association. 

A return engagement of the National Shoe Fair to 
Chicago was expected because of the success of the 
great gathering in that city last January. The central 
location, concentration of exhibit facilities and a co- 
ordination of practical experience in the operation of a 
combined show assures a successful venture the open- 
ing week next January. Coming as it does with the 
opening of a new year, it gives the shoe industry an 
opportunity to indicate the scope and trend of business 
as determined in the national gathering of the craft, 
dedicating the efforts to the betterment of business and 
of merchandising practices in the public interest. 

Several meetings have been held establishing har- 
mony of purpose between the National Shoe Retailers 
Association and the National Boot and Shoe Manufac- 
turers Association and the decision to hold a second 
unified national convention and exposition was accom- 
plished in meetings in New York. 

At the conclusion of the New York meeting, a special 
group consisting of Harry E. Fontius, Frank S. Rice, 
Herbert N. Lape and James E. Wall, was delegated to 
complete exhibition arrangements in Chicago. After 
consideration of the size and service of the contemplated 
show in January, 1937, the Palmer House in Chicago 
was approved as official headquarters. Previous expe- 
rience had shown that the desire of merchants and 
manufacturers to congregate in one hotel was so great 
that the outstanding problem of the new show was space 
facilities and conveniences for what is now termed “the 
largest hotel show held in America.” 

The Palmer House assured the committee 850 rooms, 
to be used in the display of shoes, accessories and allied 
products. With such an extensive display held under 
one roof, indications are that early commitments will 
be necessary for when the quota is complete, late comers 
will be forced to go elsewhere. 


The election of Herbert N. Lape as chairman meets 
with national approval because of his splendid record 
as treasurer of the National Shoe Fair last -year. 

Headquarters have been opened in Room 973-W 
(Palmer House, Chicago, Ill.) with Arthur D. Ander- 
son, Jr., as promotion manager, in charge. George E. 
Gayou, who managed the convention features so suc- 
cessfully last January, was reappointed convention man- 
ager. 

The committee, mindful of the tribute of national ac- 
ceptance recorded last January by the entire industry’s 
approval of the unified show, indicates that the usual 
moderate rates and complete exhibition services will be 
furnished at the Palmer House. Application forms and 
room charts will be ready for distribution some time in 
August. 


WPPERMOST in the minds of the manufacturer and 
retailer members of the National Shoe Fair Committee is 
the creation of a national market week that will attract 
the attendance of the entire industry. The committee 
knows what the manufacturer-exhibitor requires, and it 
expects to offer complete display services. The com- 
mittee knows that the Show Fair will attract merchants 
from every part of America, and it expects to offer theza 
the best convention program obtainable. In the crea- 
tion of the convention program, however, the committee 
wants the suggestions and recommendations vf the mer- 
chants and buyers who plan to come to Chicago in 
January, 1937. 

The committee wants answers to this question—What 
features shall the National Shoe Fair Program contain, 
as a service to retaildom? What convention activities 
are considered most valuable by America’s retail*show 
merchants in the betterment of business in 1937. Long 
range planning on the part of the Show Committee as- 
sures a convention program designed to assist merchants 
large and small in more profitable operation. 

Send your recommendations to the headquarters office, 
which has just opened up at the Palmer House in Chi- 
cago. Or send your suggestions to any one of the com- 
mittee men. 
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CHICAGO, JANUARY 4-7, 1937 


NEW OFFICERS OF 
NATIONAL SHOE FAIR 


Herbert N. Lape, Chairman 
Harry E. Fontius, Vice-Chairman 
Howard S. Smith, Treasurer 


George B. Hess, Secretary 


The following groups have been appointed to carry on 
the only official show function of the industry—the 
National Shoe Fair. 


(Representing National Boot & Shoe Manufacturers 
Association) 


Howard S. Smith—Chairman 
J. P. Smith Shoe Co. 
Chicago, Ill. 


Herbert N. Lape 
Julian & Kokenge Co. 
Columbus, O. 


Maxey Jarman 
General Shoe Corporation 
Nashville, Tenn. 


Frank S. Rice 
Rice-O’Neill Shoe Co. 
St. Louis, Mo. 


James E. Wall 
Wall-Streeter Shoe Co. 
North Adams, Mass. 


(Representing National Shoe Retailers Association) 


Marcus Rice 
The May Co. 
St. Louis, Mo. 


George B. Hess 
N. Hess’ Sons 
Baltimore, Md. 


John R. Laycock 
Hanan & Son 
New York, N. Y. 


Harry E. Fontius—Chairman 
Fontius Shoe Co. 
Denver, Colo. 


Carl Burgstahler 
F, E. Foster Co. 
Chicago, Tl. 


Ex-Officio—Retailers—Louis F. Tuffly, President, National 
Shoe Retailers Association, Lee Langston, Manager, 
National Shoe Retailers Association. 


Ex-Officio—Manufacturers—Frank A. Miller, President, 
National Boot & Shoe Mfrs. Assn., Jay O. Ball, Execu- 
tive Vice-President, National Boot & Shoe Mfrs. Assn. 





The annual trade show plays an important part in 
the presentation of the best products of the industry, 
the selection of lines and franchises, the indication of 
progress in the arts and service of shoe merchandising. 
It has been traditional for centuries for the shoe craft 
to assemble in similar Fairs—the modern touch is the 
display of wares in modern hotels to give modern set- 
ting, speed of service and complete convenience. 

One National Shoe Fair for all to enter and compete 
in excellence is the result of the unification of the na- 
tional trade show functions under one banner—the 
National Shoe Fair. 


HERBERT N. LAPE 
Chairman National Shoe Fair 


The New Leader of The National Shoe Fair. 
Biographical sketch from Ohio Valley Shoe- 


maker. 


WEARS ago, a newsboy selling papers at Broad and 
High Streets in Columbus—today, president of the 
Julian & Kokenge Company, one of the largest manu- 
facturing concerns in the same city. That, in brief, is 
Herbert N. Lape. 

But between these two periods there were years of 
hard work, as there must be for any young man who is 
determined to make the dream of success come true. 
His first early experience of selling papers to support 
two younger brothers taught him that he would make his 

[TURN TO PAGE 51, PLEASE | 
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Better Advertising Builds Bigger 

Sales — Summer Promotion ard 

Clearance Publicity Dominate the 
Late July Advertising Picture 





onset 
ened by penple ohne a ccally © er % 
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What They Say About Shoe Sales 


IT’S first and foremost a sale story that shoe stores 
are telling the public this month through their news- 
paper advertising. And that means, for the most part, 
an old, old story, retold with a new twist, perhaps, or 
a brave attempt to discover a new phraseology, dif- 
fering in some degree from the language used year 
after year. Primarily, though, it’s a story of prices 
reduced for stock clearance, with the definite mer- 
chandising objective of disposing of as many pairs 
of Summer leftovers as possible before the Fall sell- 
ing season opens. The advance in the date of Fall 
Shoe Opening to August 15 simply creates an added 
incentive for clearing Summer stocks before the mid- 
dle of next month. 

Since price is a subject of prime interest, both to 
buyer. and seller, it’s a perfectly legitimate thing to 
talk about in advertising and there’s no good reason 
why a sale ad should not be as interesting and attrac- 
tive as any other kind of advertising a shoe store might 
elect to publish. The thing that has tended to give 
sale advertising a bad repute in the past, we believe, 
hasn’t been the fact that it was price advertising, but 


that very much of it was poor advertising. There was 
a tendency to over-emphasize price and to emphasize 
it in a way that was uninteresting, unattractive and 
unpleasant. Too much reliance was placed on big, 
bold type and black ink. Not enough convincing, 
truthful and intelligent sales talk about the shoes and 
their values. 

Generally speaking, we think there has been a con- 
siderable degree of improvement in the quality, ap- 
pearance and selling power of clearance advertising 
in recent seasons. This Summer is no exception. 
There’s a tendency to use more Ben Day and less 
solid black areas. That’s a step in the right direction, 
but even the Ben Day business can be overdone, par- 
ticularly if it’s the close screen variety that fills up 
on the press and often gives a muddy, blotched ap- 
pearance that can be more offensive to the eye than 
solid blacks. 

The object, of course, of using bold, black type or 
heavy Ben Day areas outside of the actual illustrations, 
is to attract attention through contrast. But that ob- 

[TURN TO PAGE 44, PLEASE | 
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PUTS 


HUGE 


EXTRA PROFITS 
IN SHOE SELLING! 








New Kind of Style Shoe Crowds 


Leading Department Stores With Eager Buyers 


Just one year on the market . . . in competi- 
tion with many long-established brands of 
shoes ... has proved that Rhythm Step is the 
shoe women have been waiting for! A real 
style shoe . . . light, dainty and flattering .. . 
with exclusive, extra comfort features, invis- 
ible Rhythm Treads. 


Exclusive dealership in leading towns has 
proved that hundreds of new shoe customers 
are brought into shoe departments with this 
amazing now shoe! Sensational, record-break- 
ing sales have shown that phenomenal sales in- 
creases occur without adverse effects on other 
lines carried. 


Remember . . . only one dealer in a town 
is licensed to sell Rhythm Step shoes. And 
Rhythm Step’s growing reputation and grow- 
ing sales make it imperative that you act 
quickly if this license has not been granted in 
your town or city. Get full details about this 
profit-making dealership and the sensational 
national advertising and merchandising cam- 
paign that will skyrocket Rhythm Step sales 
again this fall and winter. 


50 
— and $ 


Slightly Higher West of the Rockies 


50 


Retail 


JOHNSON, STEPHENS & SHINKLE SHOE CO., ST. LOUIS, MO. 


Makers of Fashion Plate Shoes . . 


. Recognized Style Leaders for Over 20 Years 


i 
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For An Aetive 
AUGUST 


By R. E. ANDRUSS 























Passes OF VACATION SHOES 
[STYLES FOR EVERY PLACE AND Pus 





KKEEN promotion should make August business this 
year distinctly better than July. There are many oppor- 
tunities for timely-tie-ups all through the month. 

First Week Vacation footwear—sports shoes. 

Second Week—Final Clearances. 

Third Week—National Fall Shoe Opening. 

Fourth Week — School Shoe Week — pupils and 
teachers. Back to College Footwear—boys and girls. 
Continuation Fall Styles Promotions. 


Cut out question mark, 
shown in above background, 
is in red, the panel in white 
and the letters in blue. 
Show groups of shoes for 
sports, spectator, afternoon 
and evening wear. For the 
main background use green 
cut out corrugated paper 
trees with wood trunks 
against white panels. 


With the Summer cruise sea- 
son at its height, August 
should present a splendid 
opportunity to sell the types 
of shoes most suitable for 
deck, travel and sports wear. 
A simple but attractive 
cruise footwear background 
is shown at the right. 








The big bell, cut out of 
Upson board, is hung so that 
it can be swung back and 
forth by a concealed motor 
and piston rod arrangement 
which connects with the 
bell through a slot in the 
background. 


Both vacation and college shoes give opportunities 
for stressing the “shoe wardrobe” idea. And in final 
clearances the size chart idea will command attention. 
The chart should be arranged so that the sizes avail- 
able can be checked and changed each day. 

Shoe stores should remember that thoroughly 
planned promotions are essential to assure getting a 
fair share of the business. Many features will draw 
attention to department stores—including those per- 
taining directly to foot wear. It’s very important to 
keep your shoe store actively in the picture. 

The effect of a late Labor Day, Sept. 8, giving the 
last of a series of three-day week-end holidays should . 
be considered. An extra week of vacation is added to 
the Summer season. Don’t overlook August brides, 
for this month is next to June as a bridal month. Many 
women will want new Fall shoes to freshen Summer 

[TURN TO PAGE 51, PLEASE] 
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Or 
COMPLETE 


SATISFACTION- 


FEATURE KISTLER 
“BENCH BRAND” 
LEATHER SOLES 
ON MEN’S SPORT 
SHOES 


(A FIRM STANCE HAS MUCH TO DO ABOUT MAKING A HOLE IN ONE) 


“Nothing has yet been invented to take the brutal punish- 
ment of active wear on sport shoes as will GOOD leather.” 
That is the opinion of one who knows. Run the gamut of sport 
shoes from those used in mountain climbing down to those far 
lighter for golf and the verdict on GOOD leather holds. 


KISTLER “BENCH BRAND” SOLE LEATHER 


is a tannage capable of delivering the service GOOD leather 
should. The wisdom of choosing this leather and holding to 
it becomes apparent, when you are aware that tannages vary 
widely and quality is affected accordingly. “BENCH BRAND” 
are two words identifying an old-time, slow-process tannage 
and that means GOODNESS YOU CAN TRUST. 


THIS CHART REPRE- 
SENTS A SIDE OF 
LEATHER. THE PART 
USsEO FOR KISTLER 


OF THE WHOLE SIDE. 


er _Jompany 





FOUNDED 1840 


ee ee Sell 
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The huge island show case of the Jesberg Walk Over 
Shoe Store, Los Angeles, which was filled with color- 
ful Autumn shoes early in July. Other windows sold 
Summer clearance merchandise, while this display 
offset the over-emphasis of black shoes for early 
Autumn. It sold many pairs of shoes and set many 
more people thinking about their Fall shoe needs. 
L. H. Riffe, display manager for the Jesberg stores, 
planned out this trim under Paul Jesberg’s direction. 





S©WV HY concentrate on sale merchandise in July and 
August?” asks Paul Jesberg. 

A definite step toward a profitable Summer shoe 
selling season was started by this astute Los Angeles 
shoe merchant when he showed new Autumn styles 
concurrently with the opening of his mid-season sale. 

Giving the women Autumn shoes at the same time 
clearance sale was in operation proved to be a shrewd 
piece of showmanship. A large island case appro- 
priately labeled “Summer into Fall. Early Fall Wear,” 
contained dozens of sparkling new models. Flanking 
this case on either side were the regular windows with 
their story of Summer shoes at reduced prices. And 
for your column Mr. Ripley, women were more inter- 
ested in the island case than they were in the sale mer- 
chandise. 





IN SUMMER SALE SEASON 


How Paul Jesberg Stimulates Sales and Steps 
Up Profits by Showing First Autumn Fashions 
Concurrently with Clearance Footwear 
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SELLS 
FALL SHOES 


True, many more pairs of Summer shoes were 
wrapped in this Walk Over Shoe Store than were new 
Autumn styles, but the fact that dozens of the new 
shoes were picked each day by eager patrons means 
that many extra dollars in the Jesberg till, figuring it 
any way you wish. One hundred to two hundred dol- 
lars a day, coming from the sale of new shoes when a 
clearance sale is on, is smart operation. 

This is an important slant—the store was consistently 
filled with two distinct groups of buyers, those inter- 
ested in picking up Summer shoes at reduced prices, 
knowing full well they would have months and months 
in which these shoes could be worn in perfect pro- 
priety in Los Angeles. The other group were delighted 
at the opportunity of being able to get such a wide 

[TURN TO PAGE 34, PLEASE] 
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PATENT LEATHER * A FASHION 


CARMINE 
Instock No. 5069 


When over thirty million youngsters prepare for school 
at the end of next month, they’ll be the best dressed 
legion of youth in the past six years. Millions of little 
girls will want to be dressed up like their Mothers in 


fashionable patent leather shoes. — ELLERY 


Instock No. 4026 


In the J. Edwards’ line, quality is no mere abstract 
ideal but a definite, visible performance. Proud crafts- 
manship, exclusive use of Seton’s fine patent and the 
best sole leather make our shoes eminently satisfying 
to youngsters, parents and retailers. 


Instock No. 5099 
Edwards’ new Fall-Winter Catalogue, 
showing the complete line of Patents, is 
just off the press. Write for your copy 


J Gg NM J oO R F oO oO T W E A R today! Above are shown three outstand- 


ing Seton Patent numbers featured in the 


‘314-22 N. 12th ST., PHILA., PA. new catalogue. 
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Check Up On Fall Fashions 


ume merchandise come to a parting of 
the ways. Volume ready-to-wear en- 
dorses brown . and it’s a clear 
brown on the light side of the dark 
family, with Marrona its best bet. 

Brown for high style comes much 
further down the list. Second choice 
for high style early season promotion 
is gray in the middle range, trimmed 
usually with gray furs—Persian, Kid- 
skin and (very new) with moleskin. 
Gray fur coats also promise to be im- 
portant leter on. Black -shoes, gray 
shoes and some contrasting colored 
shoes (ox-blood, chaudron, navy, green 
and aubergine) are indicated. Be pre- 
pared for another Fall flurry in gray 
footwear. This fits in, if you remember, 
with the endorsement of gray suede 
shoes on the coast. 

Greens are seen in all grades of 
ready-to-wear. But the dangerous note 
here is the diversity of the greens that 
make matching shoes extremely diffi- 
cult. Araby green shoes will not cover 
the ground as a matching proposition 
because while they will be all right 
for tie-ins with many of the volume 
sports coatings with their blue cast, the 
high style houses say yellowy, bronzey 
greens for dress coats and suits for 
which Araby shoes are all wrong, and 
inky dark greens for which Araby 
shoes are too light. It looks now as if 
shoe stores would do well to get any 
Araby green shoes cleared out early 
for the early sports season and to 
feature them as contrasts rather than 
as matches. 

Note that the new bronzey greens 
are often trimmed with tawny brown 
furs, such as red fox and cross fox, 
indicating a tie-up with both the 
Autumn tans and Marrona brown in 
shoes. 

Rust colors are pretty good in all 
grades of informal coats and suits (not 
in dress coats) and there is a place 
for the more conservative tans and 
chaudron shades to fit in here. 

Wine reds are also represented in 
the ready-to-wear market at all prices. 
The high note is Schiaparelli’s “Re- 
bellion red,” a brown wine which is 
not far from the browner and less 
purple versions of oxblood. Prune and 
egg-plant shades figure, but not to a 
great extent. 

Blues, which have been rumored 
from Paris, have appeared here in the 
July openings but chiefly in the upper 
grade houses. The feature blues are 
exotic light middle shades of extremely 
gray cast. These “stone” or “slate” 
blues you have -been hearing about will 
unquestionably be one of the high spots 
for the early season. A dark, slightly 
purplish and decidedly grayed blue is 
another extreme high note for the ex- 
pensive dress coat. Black, brown, 
aubergine, oxblood and chaudron shoes 
are all contrast possibilities for these 
Fall blues. We can expect to see some 
high style promotion of marine blue 





[CONTINUED FROM PAGE 17] 


suedes as a Fall propostion, but they 
should not be taken too seriously for 
volume. 

Now, as to the high-style browns 
which are so different from the volume 
shades. There are two families repre- 
sented—grayed oatmeal and taupey 
browns, both light and middle values; 
inky dark browns, often with a prune 
cast. This explains a revival of inter- 
est on the part of the high-style shoe re- 
tailers in very dark, cool brown shoes 
of the Indies family. It explains why 
the key hand-bag manufacturer of this 
country is featuring a deep, deep brown 
with a distinctly purple over-tone. But 
remember, very dark brown is high- 
style only. Marrona brown remains 
the volume brown. And with all this 
color conversation, black is best and 
first. 

SILHOUETTE DEVELOPMENTS 

The dominant new silhouette is broad 
in the shoulders, extremely fitted 
through the bodice and distinctly flared 
in the skirt. Youthful coats will go 
in for a very extreme swing in skirts. 
Flared skirts are being more discreetly 
handled in the better houses but the 
suggestion of fullness is there. 

In addition to this fitted and flared 
silhouette, there are three other sil- 
houettes—(1) a continuation of the 
swagger coat line, (2) the high-light- 
ing of the tunic and peplum for suits 
and (3) the straighter skirt repeated 
for the older, more conservative cus- 
tomer. 

Skirts are being shown definitely 
shorter when the mannequins model 
them in the wholesale houses. Four- 
teen inches and up from the floor. 








Ne Zl 


In California there’s a season you'll 

not reg in the almanacs, between 
Summer and F all, when tired vacation- 

ists return to town with wilted ward- 

robes; students begin to think of 





tertaining again and being entertai ined. 


™ he 


To pro de for the mer at emivemants of Mh semen 
Wet Com hes made same very gece prchaum NEW 
cam © oats 88 On NEW caters youve never 
om oe 


Be the fret me weer theme Cuniting sew erivets. 


ays to | 1” 


‘in | 


This interesting advertisement was 
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Hats are exaggerated in two ways. 
There will be a continuation of the 
peaked high crown in popular price 
merchandise, while high-style houses 
will feature “fly-a-way” hats that ex- 
pose much of the coiffure and also give 
a high effect. 

All these exaggerated themes in the 
costume silhouette call for the “high- 
front, low side” formula in shoe styl- 
ing. Hats, coats and dresses all have 
a “lift” and “swing” and shoes should 
have that same dramatic line. 





Sells Fall Shoes in 


Summer Sale Season 
[CONTINUED FROM PAGE 32] 


assortment of new colorful pretty 
Autumn footwear in the middle of 
July. 

The Jesberg reasoning that many 
people would buy new shoes during a 
time when the whole town was adver- 
tising and showing sale shoes, proved 
to be correct thinking. Actual results 
more than exceeded the anticipated 
consumer reaction. 

In commenting on this early 
Autumn selling, Paul Jesberg said: 
“People traveling from Summer into 
early Autumn, in a style sense, are 
seeking wearing apparel that reflects 
the in-between season. The adaptation 
of color schemes brings a refreshing 
note into costumes that foretells the 
coming of the Autumn season. Color 
is the important factor in emphasizing 
pattern designs, hence all accepted 
colors will have a very definite place. 

“In May we anticipated an early 
heavy sale of blue materials of all 
kinds. Manufacturers discounted this 
trend, yet the July selling of blues has 
more than vindicated our pre-seasonal 
belief in the sales quality of this color 
to the fashion-wise trade. Its steady 
gain in selling strength indicates at 
least an active 60 days’ sales period. 
Blue, because of its adaptability when 
used with harmonizing colors, will be 
a very important color in all materials. 

“Chaudron browns, Terra Cotta, and 
British Tans typify the ‘Summer into 
Autumn’ season, for they allow for 
the darker shades of browns to follow 
‘Autumn into Fall’ season. Sudes, 
smooth leathers and even fabrics are 
used to portray the new colors. The 
idea of trying to portray color in only 
one leather or material is as foolish as 
trying to sell only one type of cloth in 
clothes to all people. 

“In this windowful of new Autumn 
shoes of ours, we are showing many 
colors and we are selling many colors. 
Patrons are not buying ‘nothing but 
black’ by a long shot. One of the 
signs of improved conditions is the 
ready acceptance of color. Dark and 
sombre tones have a decidedly adverse 

[TURN TO PAGE 55, PLEASE] 
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SNAPPY DRESSERS* Go-To-The-Dogs 


with The fliredale lB, 





« It’s new... it’s hot... it’s just the shoe 

to profitably satisfy those men customers 

’ ef yours wanting the latest style. With 
‘ the shagginess of a wooly airedale, it’s per- 

fect with Fall's rough woolens. There's a 
‘zeal selling point in the hygienic benefit 

‘- of a leather change occasionally. Remem- 

. ber this... use it when selling. Cash in on 

. the latest Townish addition while it's new! 










E * There is a Star Brand 
Shoe fo fill every demand 


profitably / 


For snappy dressers, men of conserv- 
ative tastes or working men. there is a 
fast-selling Star Brand shoe backed by 
time-tested quality standards. Feature 
these quality shoes... build repeat 
7 business! Wire, write or phone for a 
Star Brand representative. 


SEE 
STAR 
BRANDS 


pers t/ 














ROBERTS, JOHNSON & RAND siesta 





When writing advertisers please mention Boot and Shoe Recorder 





“ 


BOOT AND SHOE RECORDER, July 25, 1936 











STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


are indispensable factors in Last Making. For 





over fifty years, Stewart and Potter Company 
have maintained an acknowledged leader- 
ship in this art. 

Leading Shoe Manufacturers and Retailers 


know that shoes made over these lasts are 


foot fitters and always properly styled. 


THE LAST WORD 


UNITED 


L_UNITED LAST COMPANY 
——— 140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL JS SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


EMPIRE LAST WORKS 
ROCHESTER, N. Y. 


KRENTLER BROS, CO. 


FITZ BROS. CO. 
AUBURN, MAINE 


f. W. GARDINER CO, 





LYNN, MASS. ST. LOUIS, MO. 
UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & potternco, THE LAST WORD ynitep tastco., trp. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 





UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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GOOD SHOES DESERVE GOOD STORES 


tind them and assembling them accord- 
ing to the specific needs of the case. 

Uisplays are most important, so tirst 
consider the windows, with as many 
smail windows as the frontage of the 
store and depth of the return will allow. 
This is the practical mode of the mo- 
ment. It allows for the individualized 
displays which are most essential in 
this current trend of selling shoes from 
an accessory standpoint. Window dis- 
plays of this type lend themselves 
beautifully to the dramatizing of bags, 
shoes, hosiery, gloves and flowers as a 
component whole in the women’s win- 
dows and also permits the grouping of 
like shoes in the men’s and children’s 
windows. 


Signs Should Be in Harmony 


Store signs should be considered as 
an architectural feature of the front, 
and planned for at the time of the 
building program. The reason, the en- 
tire new front is a sign for the busi- 
ness. Then for a merchant to put back 
an old sign or one out of keeping with 
the architectural design, will spoil the 
entire effect. Incorporate the sign de- 
signing with the plans of the new front. 

Shoe store planning has undergone 
its greatest change in interior dis- 
plays and arrangements. In the new 
Pessemier store, are twenty-one sepa- 
rate interior displays, most of them 
open, The third floor shoe department 
in the J. W. Robinson Co. (Los 
Angeles) has thirty-eight displays of 
shoes. Shoe stores and shoe depart- 
ments everywhere are planning for 
more and more displays. Open dis- 
plays are conducive to selling that 
extra pair of shoes through visual 
suggestion. 

Interior shoe store designing today 
consists in building around displays, 
whereas a few years ago it was a case 
of gorgeous salons for the display 
shops or long straight lines of fitting 
chairs for the family shoe store. An 
occasional show case up front for 
shoes, the usual hosiery case and pos- 
sibly one or two breaks in the shelv- 
ing for glassed-in displays, constituted 
the extent of the interior displays. 
Stores seemed to be afraid to show 
their merchandise. Now the opposite 
is true. 

Shoe cartons are coming back into 
the open again. Except in the case of 
the high grade specialty shops, con- 
cealed shelving has been relegated to 
the past. The majority of recently con- 
structed stores show a decided trend 
toward displaying a mass of stock. 
This is based on the belief that a great 
number of clean, orderly shoe car- 
tons inspires confidence in the store’s 
patron that a representative stock of 
shoes is available. 

The psychology of the location is 





[CONTINUED FROM PAGE 21] 


tremendously important in deciding 
the type of store, according to Burke 
& Kober, architects, who have designed 
many of the most interesting shoe 
stores on the West Coast. What would 
be a perfectly fine store in one spot 
would be altogether out of keeping in 
another. Stores must be adapted to 
the location, locale and. grade of shoes 
to be sold. Big town sophisticated 
stores prove disappointing in small 
cities ofttimes. 

In Santa Barbara, some good store 
arrangement details were picked up. 
Michael A. Levy made the backs of his 
windows most attractive by doing 
away with the usual window drapes 
and using Venetian blinds in their 
stead. These blinds give an air of 
openness to the windows and take 
away the formality of plain glass. 
Short Venetian blinds in place of val- 
ance give these windows an added bit 
of attractiveness. 

The most charming and practical ar- 
rangement for the rear of a store is the 
one worked out in the Ralph Runkle 
establishment, also in Santa Barbara. 
While this is a typical Southern Cali- 
fornia lay-out, there are many arrange- 
ment suggestions which are well worth 
incorporating in stores everywhere. 
Even if you could not arrange to have 
the glass roof patio, with its real water, 
real fish and living plants, you surely 
could work out some method of having 
the service department similar in scope 
and effectiveness to the one in this store. 

Architects spend hours working out 
highly attractive fronts and efficient 
store interiors. They almost always 
forget the service room. And that is 
the precise reason I am giving so much 
space to the floor plan and arrange- 
ment of this amazing back room. 


Patio Adds Atmosphere 


A patio opens right out of the chil- 
dren’s selling section. It is decorated 
in bright cheerful colors. To the left 
are rest rooms for men and for women. 
Directly through the patio is a large 
room which has storage space for sur- 
plus stock, window fixtures, space for 
large window display pieces and even 
a jig saw for window work. The 
freight receiving entrance opens into 
this room. 

A long room to the immediate right 
of the patio is divided into three sec- 
tions. The one nearest the door which 
is shown in the photograph has every 
possible kind of a tool and appliance 
necessary to making custom changes in 
ready-made shoes. Lasts, stretchers, 
jacks, tools, shaping machines, all in 
orderly array. These implements are 
only needed occasionally, but needed 
badly at certain times. 

On the wall side of this work room 
is a long work bench, an ideal place 





for dyeing shoes and for doing like 
work, while on the patio side are two 
huge glass windows. Here we find an- 
other work bench fitted with a com- 
plete complement of knives, hammers, 
felt and cement so essential for build- 
ing individualized comfort features 
into shoes. Adjoining this bench is an 
artist’s easel for the window man’s use, 
set in a spot where he can get good 
natural light. 


Trend Toward Departmentization 


The convenience of these rooms, back 
of the store proper, is marvelous, for 
those working in the store. Then there 
is the vista of the colorful patio which 
adds a cheerful tone to the store. The 
customary back end of a shoe store is 
not a place of beauty, but why not make 
it so? 

A strong trend toward departmen- 
tization is noted in nearly all the newer 
stores large and small. This does. not 
mean just a divider running down the 
center of the store with men’s on one 
side and women’s on the other in the 
case of family stores, but a sub-divid- 
ing of the women’s shoes, especially 
into separate sections in respect to 
grades and types. This has been ac- 
complished by a shelving arrangement 
where the store is wide enough or by a 
grouping of fitting chairs in smaller 
stores. In the new Wetherby-Kayser 
shoe store, Los Angeles, the second floor 
women’s shoe department is divided into 
three sections by seating arrangements. 

This Summer, Sommer & Kaufmann, 
San Francisco, spent $50 to make a 
sandal selling section. A beach um- 
brella, a little wallboard were used in 
fashioning a three-sided “Sandal Shop” 
of about eight of ten chairs, right in the 
center of their women’s selling section. 
This proved to be a profitable bit of 
specialization. A much smaller inven- 
tory and a much greater amount of 
business was the result of this bit of 
dramatization, according to Melville 
Kaufmann. This experiment was so 
successful that it is the management’s 
intention to remake it into an individ- 
ualized slipper selling section this Fall 
wherein certain specialty slippers will 
be promoted. 

Over-the-counter slipper selling works 
out very well in the Herold family shoe 
store in San Jose. A special slipper sell- 
ing counter is maintained to the left as 
one enters the store. This always busy 
section adjoins the 36 ft. long hosiery 
and bag departments and is serviced in 
most cases by the girls in these de- 
partments. Slippers are displayed in 
the case with a complete assort- 
ment of samples available in the 
shelying cabinet compartments in this 
section. The complete slipper stock is 
directly behind this section. 
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Shadow Kid* at its best: .. black 


opera pump with lifted outline... 
high-lights of gleaming patent. 










Inevitably, black will monopolize every autumn daytime scene. And _ black, 
expressed in Shadow Kid*, is suddenly dramatic, chic, quietly new. Its silken 
surface smoldering with hidden lights, this prophetic leather will be a smart woman's 
choice for autumn and winter, with promise of greater success as the season progresses. 
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It will pay you well to see it all. 
Drop us a line to have our salesman call. 






Gipsy IN-STOCK 


IN-STOCK 


7 
m= > 
Zz 
Lal 
La 


aE 
cH 


En 
3 poropopopons of 
ssssss 8s 


F 
3] 
of 
f 


HANNAHSO 


HAVERHILL, 











BOOT AND SHOE RECORDER, July 25, 1936 


Built Successful Business 
By Personal Contacts 
Plus Publicity 


EENTERING the shoe business in a small community, 
in the face of established competition, what must be 
done to build and maintain a thriving trade? 

Paris M. Brickey and Glen L. Edwards went to 
Denton, Texas, and solved this problem. They have 
enjoyed an increase in their volume of trade each 
year since they entered the field, and their store is 
now one of the best patronized and most popular in 
this community. 





Interior view of store owned by Paris M. Brickley and 
Glen L. Edwards in Denton, Texas. 


“We realized that our first obstacle, in competing 
with the already established shoe trade in this sec- 
tion, was to overcome the feeling of resentment that 
is so often evidenced toward newcomers to the smaller 
centers,” commented Mr. Brickey in his discussion of 
the difficulties they encountered in establishing them- 
selves, 

This attitude, they soon realized, was just as evident 
among the people out in the rural districts as it was 
in town and their first step was a campaign to famil- 
iarize themselves and their store to the people in 
town and in the country. They lost no time in par- 
ticipating in the social life of the community. They 
exploited themselves, their abilities, their hobbies and 
other interests, the value of which was soon reflected 
in an increasing volume of trade. 

Both members of the partnership aligned themselves 
with the local service clubs, the American Legion, 
the Chamber of Commerce and other civic organiza- 
tions where contacts were made that counted. In other 
words they “got acquainted” and half their battle was 
won. 

They inaugurated a series of free entertainments 
at all the gathering places out in the rural sections 
of the county. At the school plays, church programs 
and other social activities scheduled for anytime dur- 
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ing the~week,~they ‘presented their programs which 
consisted of vocal and instrumental numbers, humor- 
ous talks, lectures and other entertainment, the talent 
coming from among the members of their personnel 
and themselves. These programs were popular and 
the publicity they received brought them trade that 
they had not been getting. 

Steady, consistent newspaper advertising, direct mail 
advertising and show window display were the re- 
maining means employed to familiarize the people 
with their line of shoes, with much emphasis placed 
on the value, dependability and economy of their 
product. 

They tied in their show windows with their adver- 
tising. During the “Old Shoe Week” one entire show 
window was filled with the old shoes that came pour- 
ing in. On another occasion just prior to the opening 
of special hosiery event one of the hose that was to 
be on sale was suspended in the window. It was filled 
with rocks and hung directly over a tub of eggs. On 
still another occasion attractive girl students from the 
local colleges modeled shoes and hose that were to 
be featured the next day. - 

By. keeping on their toes, by making friends and 
by exploiting their abilities, the firm has prospered. 
They draw trade from every section of the county, 
they enjoy the confidence of the town people, all of 
whom are their friends. 


Turnover, Key to Progress 
[CONTINUED FROM PAGE 22] 


having its feet on the ground. It certainly is not now 
enjoying the fruits of comparative prosperity—but then 
again it didn’t suffer the very depths of the depression 
—as a middle-of-the-road industry. It finds most of its 
substantial firms in a very solvent position. Yet isn’t 
this the time to hold to characteristic trade sanity and 
to do everything possible to accelerate the rate of 
turn-over. ‘ 

We approve of a great movement of merchandising 
providing it is kept in movement. The stream of trade 
clogged in ’29 and will clog up again unless there is 
a margin of free dollars between subsistence and in- 
come to lift the goods into the hands of people willing 
to consume them—and oh how willing! The velocity 
of turn-over is the important key to the situation. 





Shoes for Beach Wear 


NorFo.k, Va.—Retail trading in the Norfolk area 
has been featured by heavy calls for shoes suitable for 
beach wear as the intense heat wave has been driving 
thousands to the seashores daily. Stores are taking full 
advantage of the trend with fine window displays in 
keeping with the season. The stores are also advertising 
this class of merchandise. 








Don’t 


sacrifice 


QUALITY 


for 


Mark-Up! 


Much is heard about the subject of “mark- 
up.” Frequently quality is sacrificed for 
“mark-up.” Sacrificed quality leads to 
lost customers. What is your “mark-up” 
on a “lost customer” ? 


You'll satisfy customers, build confidence, invite 
repeat business with shoes soled with Rock Oak 
leather. Rock Oak is scientifically tanned from 
the best steer hides and carefully selected. It 
is tough, durable and gives many extra miles of 
wear. It provides extra value that helps move 
merchandise. Quicker turnover . . . increased 
profits. 


Ask your manufacturer to use Rock Oak .. . the 
sole leather preferred by shoe repairers every- 
where. 


The American Oak Leather Co. 
Cincinnati Chicago 
St. Louis Boston 








The strength and the fine even grain of Kangaroo have 
given it the man appeal it now enjoys. For Kangaroo is 
17% stronger, weight for weight, than any other leather 
tanned—yet it is foot comfortable, too, as soft and as 
pliable as fine kid! 


For retailers Kangaroo has a double barreled selling 
attractiveness . . . (1) it makes repeat sales once it is 
worn, and (2) its advertising value can literally help pull 
customers right in off the street. 


Ask us to send you the FREE display described above. If 
you haven't already done so, also write us for a copy of our 
“Daily Sales,” that describes a series of “mats” we furnish 
for use in direct mail or newspaper advertising. 
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We have on hand an additional number of the colorful, compact dis- 
plays we have furnished for window and counter use . . . that com- 
bine a striking photograph of a Kangaroo with a small shelf just large 
enough for the attractive presentation of one actual shoe. We will 
be glad to send one of these free to any retailer selling shoes of 
Kangaroo, but as the supply is limited we must fill requests in the 
order of their receipt. KANGAROO ASSOCIATION, 9th and West- 
moreland Streets, Philadelphia, Pa. 


TANNED IN AMERICA 
7 by 


SURPASS LEATHER COMPANY 


Philadelphia 


RICHARD YOUNG COMPANY 
New York 


ZIEGEL EISMAN COMPANY 
Boston 


When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Vlews 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, JULY 25, 1936 


NATIONAL NEWS 





Drought Cattle Threat Abated 





Markets Firm Following Rains and Cooler Weather, With Result 
That Government Purchase Program Is Suspended 


New York—Firmness of live stock 
markets early this week rendered it 
unnecessary faqr the government to 
come to the support of the market, as 
had been contemplated in the event 
that continued drought and lack of 
feed might have constituted a threat 
to the stability of the price structure. 
On Monday, the day when the govern- 
ment’s cattle buying program was to 
have been initiated, prices were hold- 
ing up so firmly that no purchases were 
made. The following statement on the 
government drought cattle program 
was issued by the Tanners Council: 

“Contracts issued by the government 
last week for the processing of any 
possible drought cattle purchases mere- 
ly completed plans for dealing with pos- 
sible future emergencies. 

“These contracts are entirely con- 
tingent upon any necessity which may 
arise for actual cattle purchases. Pres- 
ent government intentions minimize the 
importance of cattle purchases since 
commercial markets are firm and cat- 
tle shipments are being readily ab- 
sorbed by commercial markets. For the 
most part the Drought Committee of 
the Department of Agriculture is con- 
centrating upon supplying feed or re- 
moving cattle from the localized areas 
where damage has been most severe. 

“Purchases in terminal markets, 
upon a day-by-day basis, are contem- 
plated only in the event that cattle 
shipments become excessive and weaken 
prices. This might prove to be the case 
if feed supplies were sharply impaired 
by more severe drought conditions than 
have been witnessed to date. The im- 
proved crop outlook as a result of rain- 
fall and abating heat make it seem 
unlikely that producers will be forced 
to market cattle prematurely. In fact, 
current demand for both slaughter and 
feeder cattle is sustaining prices of 
beef on the hoof at firm levels. How- 
ever, AAA officials do not believe it 
will be necessary to purchase a maxi- 
mum of much more than 100,000 cattle 
over the next month or forty days. 

“Should any purchases become nec- 
essary, the Department of Agriculture 
announced that ‘hides, tongues, tails, 
shank meat and tenderloins will be re- 
tained by the government.’ Supple- 





Women's Volume Colors 
for Spring 


Nine basic colors for the volume trade have 
been officially chosen for the 1937 Spring 
season by the joint committee of tanners, shoe 
manufacturers and retailers in cooperation 
with the Textile Color Card Association. Eight 
of these colors are repeated from previous 
seasons, as follows: 


Chaudron 
Spanish Tan 
Cinnamon Brown 
Marrona 


Marine Blue 
Oriental Oxblood 
Araby Green 
Paris Grey 


The additional shade, newly adopted for 
shoes, is Longchamps Beige, appearing in the 
1936 Fall Glove Card. 

At a meeting to take place later, the high 
fashion shoe and leather colors for Spring 1937 
will be chosen. 





menting this announcement the Fed- 
eral Surplus Commodities Corporation 
released the following statement: 

“‘All hides and skins from the 
slaughter of animals to be purchased 
under this program will be retained by 
the AAA and will be donated to the 
FSCC, and the hides will be put into 
storage and will be eventually placed 
on the market after the liquidation of 
the present stock.’ ” 





Pacific Northwest Retailers 
Hold Golf Tourney 


SEATTLE, WASH.—The annual golfing 
tourney of the Pacific Northwest Shoe 
Retailers was held recently at the 
Rainier Golf Club in Seattle. Harry 
Evans won the show as the best dressed 
golfer, with accent on his stunning 
footwear. Other winners were for 
hidden par, in the first division, Jack 
Connolly of Frederick & Nelson, 
Seattle; second division, F. E. Sulli- 
van, low net, first division, R. A. Pick- 
rell; second division, C. Winneguch. 
Low gross, first division, F. F. Harri- 
son; second division, C. Lane. Closest 
to six pin, M. Yeakel and F. A. Piper. 
Longest drive, B. Jensen. Low net, H. 
McDonald, and C. Rosson. High gross, 
S. E. Brown with 159. 


Merged with Owego Shoe Co. 


Oweco, N. Y.—Announcement was 
made last week that the Till Shoe Com- 
pany, distributors of Carolyn shoes, 
has been consolidated with the Owego 
Shoe Company, manufacturers of the 
line. Carolyn shoes are known to the 
trade as a line of stylish arch types for 
women, retailing in the $4.00 price 
range. 


Shoe Industry Aided 
by Tax Repeal 


BostoN—The New England Shoe 
and Leather Association states in a spe- 
cial bulletin that the so-called “machin- 
ery exemption” bill will result in a net 
annual saving of over $300,000 to Mas- 
sachusetts corporations in these indus- 
tries. This measure, which is retroac- 
tive to Jan. 1, 1936, transfers the tax 
on machinery owned and leased by 
manufacturing corporations from the 
local city rate to the state’s “corporate 
excess” rate of $5 per thousand. 

In cooperation with other groups, the 
New England Shoe and Leather Asso- 
ciation was active in behalf of this bill 
from the first of the year to June 16, 
when Governor Curley signed the act. 
Many were the hurdles which had to 
be met as the bill was steered from 
commissions to committees, from the 
House to the Senate and finally to the 
Governor’s office. 

A major “crisis” occurred when it 
was early proposed, as a means of in- 
creasing the cities’ revenue, that in- 
ventories be taxed at the local rate 
(averaging from $30 to $40 per thou- 
sand) instead of at the present state 
rate of $5 per thousand. This would, 
if passed, have been a serious blow to 
many of our leather and cut sole houses, 
as well as to shoe wholesalers, with in- 
ventories running into hundreds of 
thousands and even millions of dollars. 
It is enough to say that the associa- 
tion, after organizing a committee to 
fight this proposal before the Commit- 
tee on Taxation, succeeded in “killing” 
it. 

Through the repeal of the local tax 
on machinery shoe manufacturers, tan- 
ners, manufacturers of shoe and leather 
machinery, as well as those in our al- 
lied trades, will effect a saving in their 
tax payments this year, and in each 
successive year, running into hundreds 
of dollars. 
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WHAT THEY SAY ABOUT SHOE SALES 


jective can be attained just as effec- 
tively in other ways. The generous 
and judicious use of white space 
around the type and copy gives a 
contrast that is just as effective in 
commanding attention as heavy blacks, 
and a lot more pleasing to the eye. A 
well-balanced ad with plenty of white 
space, moreover, gives an impression 
of class, style, dignity and quality that 
is entirely lacking when too much 
black ink is smeared over the area 
of the ad. 

Slowly but surely, it seems, shoe 
retailers are coming to recognize these 
facts, and as the recognition of them 
becomes more general, we can look 
for more attractive advertising in sale 
season as well as in other seasons of 
the year. And that means that the 
advertising, by and large, should pro- 
duce more business. 


Copy Brief and Pointed 


On the copy end, sale advertising 
compares pretty favorably with shoe 
advertising in general. We see less 
and less of the tendency to make ex- 
travagant and untruthful claims about 
the merchandise and values, and that’s 
all to the good, for every experienced 
advertising man knows that the un- 
derstatement which inspires confidence 
is a lot more effective than the ex- 
aggeration which tends to breed doubt 
and suspicion in the minds of the news- 
paper readers. The object, nowadays, 
apparently, is to make shoe sale ad- 
vertising short, terse and interesting. 
That’s good psychology, for it gets 
the story over in the few brief minutes 
that the advertising can count on hold- 
ing the reader’s attention. Here are 
a few typical examples from current 


[CONTINUED FROM PAGE 28] 


copy that illustrate the trend of the 
times: 

“Such great reductions, they are 
possible but twice a year,” said Pot- 
ter’s of Cincinnati, in an advertise- 
ment announcing their mid-Summer 
clearance of shoes and hosiery. “Thou- 
sands of pairs of new Summer shoes 
and hosiery . . . for vacations, for 
sports, for the balance of Summer 

. all at prices ‘way below regular.’ 
All merchandise right from regular 
stock . . . broken sizes and discontin- 
ued lines . . . a grand, clean sweep 
because we simply won’t carry them 
over into the Fall season. Shop early 
Monday while selections still remain 
ample. Not all sizes in every style!” 

Saks Fifth Avenue, New York, in 
advertising their semi-annual clear- 
ance, list the merchandise offered at 
$7.85 and $9.85, and formerly priced 
from $11.75 to $22.50, as follows: 
“8500 Pairs of Saks-Fenton and Saks- 
Brevity shoes in Summer, street and 
evening styles. All the models are 
from our regular stock. Sandals, ox- 
fords, pumps .. . ail heel heights. 
Linen, kidskin, buckskin, calfskin, and 
reptiles. Daytime and evening fabrics, 
including brocades. White, white with 
colors, pastels, navy, brown, black, 
sandstone, gray, beige gold and sil- 
ver. Full size ranges but not in each 
model. No mail or phone orders. No 
C.0.D. or exchanges. All sales final.” 

Describing one of the higher grade 
lines included in its July sale, Block’s 
of Indianapolis said: “These are the 
pick of 1936 fashions. The blues, 
blacks and browns are models certain 
to hold over into the Fall and Winter 
season. The whites will see you through 
90 days of ‘oozing asphalt, wilting 


dresses and clammy spines’ without 
the accompaniment of aching feet 
It’s a smart move to buy, not 
only for your immediate needs, but 
to lay in your cool weather shoe ward- 
robe at July’s low prices. Blacks, blues, 
browns, plenty of whites. For Fall, 
for Winter, for Now!” 


Summer Values Stressed 


Featuring a lower priced group 
marked for the sale at $5.95, the same 
advertisement said: 

“This group of shoes provides an 
exciting treasure hunt for those with 
a limited budget who want top-notch 
shoes. The sizes are incomplete, but 
if you come early enough you’re pretty 
sure to find a fine pair of shoes to 
fit you. White, black, blue or brown 
in oxfords, pumps, ties and straps.” 

In advertising its Annual College 
Clearance, the College Bootery of 
Hartford says: “Feminine Hartford 
has certainly been chirping about the 
breezy shoe styles we brought here 
from our shops serving Vassar and 
Wellesley when they closed for the 
Summer. The values at this sale have 
been irresistible and how the ladies 
have been stocking up! There is still 
a wide choice for the final days, thank 
goodness, We urge you to hurry in 
now. It’s all over Saturday. Your 
vacation will be a success if your foot- 
wear is adequate, so don’t miss this 
event. All our styles reflect the pref- 
erence of discriminating youth, with 
enough restraint to preserve a sense 
of the correct. Every shoe offered at 
this sale is both in good taste and 
most advanced design.” 

Sommer & Kaufmann of San Fran- 

[TURN TO PAGE 56, PLEASE] 
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Fashion, Quality, Value 


MILLER 











™ STRENGTH 


of a 


GOOD NAME 


by I. MILLER 


Here’s a report of an incident that happened in 
London. It’s a featured story in the authoritative Shoe 
and Leather News of Great Britain. And it's good news 
to us to learn how strong the international demand for 


1. Miller Beautiful Shoes really is. 


However, the story does not end there. This inci- 
dent is being repeated hundreds of times every day right 
here in the United States. The growth and consumer 
demand for |. Miller Beautiful Shoes has given our world- 
famous product a singular prestige, an unchallenged 


position in the shoe industry. 


If you were an |. Miller Dealer, you too would share 
the bright spot-light. You too would be sought out by 
a customer insistence that you could satisfy. You too 


would share the gratifying returns |. Miller holds for you. 


SERIE vcs wisve-cr - sav rome 
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Women's Shoes 
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LUMBARD “voens 


Modern Turn Shoes That Fit 
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WILL NOT GAP 
New’’SHORT BACK” Lasts 
80 STYLES Send for 
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iN STOCK catalog 7 
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KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 





VAUGHAN TOWLE CO, 
A division of L, B, Evans’ Son Co, 
AKEFIELD 
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Dancing Shoes and Taps 





TAP 
DANCE 
SHOES 
e 
In 
Stock 
Patent Leather 
Women’s $1.55 s 
Misses’ $1.45 
White Calf Women’s Misses’ Sizes 
Women’s i ,ee Sizes A-B- 
Misses’ $1.50 A-B-C 22-8 11Ya-2 
Cae 


Owens SHOE Co. 
28 Goodhue St., Salem, Mass. 
















New Company Starts Operations 


MANCHESTER, N. H.—Through the 
efforts of the industrial committee of 
the Manchester Chamber of Commerce, 
the Myrna Shoe Company has started 
operations on the top floor of the old 
Plant Shoe factory here. The com- 
pany has taken about 17,000 square 
feet of floor space and will devote itself 
to the manufacturing of women’s shoes. 

The firm will employ about 200 per- 
sons at the start and expects to nearly 
double this figure by the time the year 
is out. The president of the company 
is David Shaer, well known in New 
England shoe circles. 
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Tired Feet Fitted At Exposition 





The Stone Shoe Company's display store on the Bridge of Presidents at the Great Lakes 
Exposition which besides doing a good business serves as an excellent advertising medium, 
introducing Stone's to out-of-town visitors. 


CLEVELAND, OHIO—The Stone Shoe 
Company, operator of Ohio’s largest 
shoe store, is attracting considerable 
attention through its special display 
store located on the Bridge of Presi- 
dents at the Great Lakes Exposition. 
Long hours of roaming about the 
grounds make people foot conscious and 
many sales as well as a host of in- 
quiries are registered daily. Most im- 
portant, perhaps, is the introduction of 
Stone’s to out-of-town visitors who 
dwell in the Northern Ohio trading 
area and who have read the company’s 
advertising messages. 


The Exposition store offers an exhibit 
of Vitality, Foot Saver, and Dr. Locke 
shoes in a light and buoyant setting. 
Expert fitters are in attendance to serve 
the needs of customers and to make 
recommendations. Practically all ads 
of the Stone Shoe Co., which operates 
four stores in Cleveland, request read- 
ers to “Visit Our Display at the Great 
Lakes Exposition on the Bridge of 
Presidents.” 

Favorable comments and additional 
business have resulted from the com- 
pany’s unusual promotion. 





Edward Apter Manager 
of Irvington Store 


IRVINGTON, N. J.—Edward Apter, 
formerly with L. Bamberger & Co., 
National Shoe Stores and other retail 
firms, is now manager of The Bootery 
at Irvington, of which Stanley Brown 
is proprietor. Before entering the shoe 
business, Mr. Apter was engaged in 
advertising work in New Jersey and 
New York. He is a graduate of the 
Newark School of Fine and Industrial 
Art and of Columbia University. He 
attributes his success in the shoe busi- 
ness to the helpful assistance of Wil- 
liam Dixon, former shoe buyer of Bam- 
berger’s, and George Probert, who is 
now the buyer at that store. Mr. Apter 
is so enthusiastic about Irvington that 
he is moving his family here and mak- 
ing it his permanent home. 





Schiff Co. Shows June Gain 


CoLumBus, OnI0—The Schiff Co., 
chain shoe store operators with head- 
quarters in Columbus, announce sales 
of $1,231,591.45 for the month of June, 


1936, as compared with sales of $1,124,- 
284.65 for June, 19385, representing a 
gain of 9.54 per cent. For the first six 
months of 1936 the company reported 
sales of $6,057,109.22, a gain of 9.56 per 
cent over the same period in 1935 when 
$5,528,611.27 was the figure recorded. 





Correction 


As the result of an error, the last 
paragraph of the advertisement of 
Friedman-Shelby Branch of Interna- 
tional Shoe Co., appearing on page 14 
of the July 18 issue of Boor AND SHOE 
RECORDER and featuring Lady Fashion 
shoes with the new Lock-Step develop- 
ment, stated that these shoes are 
“made to retail profitably at $4.00.” 
The advertisement should have read 
“made to retail profitably at $5.00.” 





A. F. Gallun Gives Bonus 


MILWAUKEE, Wis.—A mid-year bonus 
is being paid to the more than 400 
employees of the A. F. Gallun & Sons 
Corp. The tanning firm distributed a 
bonus in December and another last 
July to its employees. 
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at may be true that you shouldn't “put new wine 
into old bottles,” but there is no reason why you 
can’t successfully put new life into an old store. 


For we are doing just that for shoe dealers all 
over the country, and the results in increased 
sales volume and profits have been astonishing. 


Through the ingenious application of color where 
it is needed, new cornice treatments, and modern 
lighting effects, an old-fashioned and uninterest- 
ing looking store interior can be literally trans- 
formed into a modern, attractive and smart 


appearing shop. 


Such a program need not be expensive. The 
rejuvenation of one or two departments will often 


x GRAND RAPIDS STORE , 
* EQUIPMENT COMPANY * 


Main Offices 
Grand Rapids, 


and Factories: 
Michigan 
Branch Offices and Representatives in Principal Cities | city 


ACKEMANN Bros. 
ELGIN, ILLINOIS 


accomplish wonders in adding just the needed 
touch that will breathe new life into the merchan- 
dise, make selling easier and profits greater. 


Don’t needlessly handicap your busines by try- 
ing to compete for business with an antiquated 
store. “Modernize for modern business.” It will 
pay you handsome dividends. 


Without obligating you, we should be glad to 
have our representative in your territory call and 
discuss this matter with you. He can show you 
how much can be accomplished at a very modest 
cost. Or, if you prefer, write us and let us send 
you further information on our store planning 
service and equipment. 





MAIL THIS COUPON TODAY 
B-7 





Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 

Please send us further information on your 
Store Planning Service and Equipment. 


Name Address__._==—>>SEE 











State 
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Spats 


SEND FOR] 
SAMPLES. 


Guaranteed all wool 
Pressed finish 


SPATS FOR MEN 
Popular Priced Lines 


FKANKLIN MANUFACTURING CO., INC. 
FRANKLIN Spat Manufacturers Since 1897 OHIO 

















Sport Shoe Leathers 
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An Aniline dyed heavy sueded leather 
for men’s and wemaqws sport shoes. 


SLATTERY. BROS 


UTH ST 











Color Combinations More 
Popular in Men's Shoes 


Derroit, MicH.—‘“We have been sell- 
ing more combinations of colors in men’s 
shoes than in women’s this year,” re- 
ports Warner E. Slocum, manager of 
Berke’s Boot Shop on Washington 
Boulevard. “Both straight white shoes, 
and many two-toned combinations have 
been selling well. 

“Among these are brown and white, 
and black and white, which are the 
leaders, and the now popular combina- 
tions of grey, green, blue and cham- 
pagne with white. We carry a well 
assorted stock in all these combinations, 
perhaps the most complete in the city 
in these sport shoe lines, and are able 
to sell them satisfactorily as a result. 

“Ventilated shoes have been another 
big seller, in these combinations and in 
others as well. 

“In women’s shoes, the tendency has 
been toward the straight all-white shoe, 
with jess variation than in men’s, re- 
versing the common trend for once this 
season. 

“A well arranged window of men’s 
shoes, showing the complete line of 
color combinations available has been 
a big factor in- helping to sell the better 
grade shoes, as well as in suggesting 
the unusual color combinations in the 
men’s department.” 


BOOT AND 


Potter's Installs 
Air Conditioning 

CINCINNATI—Another indication that 
air-conditioning of shoe stores is defi- 
nitely on the increase is the new in- 
stallation at the Potter Shoe Co., in 
Cincinnati. 

The equipment used throughout the 
store is by Westinghouse and is said 
to be the largest installation in the 
Queen City this year. All selling floors 
at Potter’s have “manufactured 
weather” and the interior of the store 
is kept at 15 deg. cooler than the out- 
side temperature. 






POTTERGS IS 


opie Conditioned 


SHOP IM COOL COMPORT! 15 DECREES 
COOLER THAN OUTSIOE ATMOSPHERE 





Each floor is individually controlled 
so that proper cooling is assured at all 
times. This regulation means that the 
store is never too cold, but comfortably 
cool. Pertinent facts about Potter’s 
new air-conditioning is the interesting 
note that 12,000 cu. ft. of air are cir- 
culated every minute. A giant 25-ton 
compressor cooling unit, said to be the 
newest of its kind, is the heart of this 
installation. A maximum humidity of 
50 deg. is maintained at all times, re- 
gardless of how sultry the outside 
atmosphere. 

Potter advertising stresses the fact 
that “It’s as cool as an ocean breeze at 
Potter’s.” A reproduction of the ad 
announcement of air-conditioning at 
this store is shown herewith. 





Chandler Stores Raise Prices 


St. Louis.—Irving Edison, vice- 
president of Edison Brothers Stores, 
Inc., announces the addition of a 
higher-priced line of shoes in all the 
Chandler stores, effective this Fall 
season. 

The new line will be priced at $4.95. 
Chandler Boot Shops have been retail- 
ing exclusively $3.95 shoes but after 
some successful experimentation, the 
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The perfect leather innersole 
6 


The velvety good-looks and 
first-step comfort of Van 
Tan innersoles are selling 
assets in any shoe. They 
make a permanent impres- 


sion on the customer. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterprooted outersoles 











decision has been made to install the 
higher-priced lines throughout the en- 
tire system of Chandler stores. 

Louis Liebson, merchandise manager 
of the Chandler stores, states: “This is 
definite proof that consumers are grad- 


ing up.” 





Jarman Broadcasts in September 


NASHVILLE, TENN.—In a _ coast-to- 
coast hook-up, the Jarman Shoe Com- 
pany of Nashville, Tenn., steps to the 
microphone in September with a series 
headlined, “Jarman Portraits in Har- 
mony,” including a full half-hour show 
each week, with broadcasts scheduled 
to originate in Hollywood, New York, 
Chicago and San Francisco. Thirteen 
of America’s most popular orchestras 
will, more or less openly, compete for 
leadership in the Jarman series. 

The theme is to draw a word picture 
of some swanky place, commenting on 
the styles of shoes being worn by the 
men. The “pay-off” will be the an- 
nouncement of Jarman Friendly and 
Frank Jarman Custom Shoes. Six new 
Packard automobiles will be offered 
free, to stimulate consumer interest. 

The merchant and his retail salesmen 
are tied up with an elaborate sales con- 
test in which they can get grand prizes 
totaling $1,250 in cash and over one 
hundred valuable prizes in merchan- 
dise. The retail shoe salesmen contest 
will be divided into five different groups 
—classifications being according to the 
population of the towns. 

















Obituaries 


Eli Schmidt 


MILWAUKEE, WIs.—Eli Schmidt, 82, 
veteran Milwaukee shoe merchant, died 
July 10 at his home here following 
a six months’ illness. Mr. Schmidt re- 
tired from business a year and a half 
ago after having operated shoes stores 
in Milwaukee for 59 years. At one 
time Mr. Schmidt conducted three 
branch stores. His son, Louis, also in 
the shoe business, died last January. 
Mr. Schmidt is survived by his wife, 
two daughters and a brother, John E., 
all of Milwaukee. 





Charles B. Staples 


TacoMA, WAsH.—Charles Buffum 
Staples, 74, for many years a shoe mer- 
chant of this city, died this month at 
his home near Lake City after a long 
illness. Born in Rhode Island, he came 
to Tacoma in 1888 and engaged in the 
shoe business shortly thereafter. He 
was active in the retail shoe trade of 
this Puget Sound community for a 
period of 45 years, recently retiring 
from this business. A wife, two daugh- 
ters, a brother and sister survive him. 





James T. Powers 


Boston, Mass.—James T. Powers, 
for many years a member of the Bos- 
ton Shoe Travelers Association, passed 
away at his home in Providence, R. I., 
on July 3. 

“Jimmie” covered the New England 
territory and at the time of his death 
had the Bridgewater Workers Cooper- 
ative Association line. He was fifty- 
nine years of age and was insured 
under the Group Life Insurance Plan 
of the National Shoe Travelers’ Asso- 
ciation. 





Kempner's Complete 
Air-Conditioning 


LitTLtE Rock, ARK.—A complete a air- 
conditioning system which has been 
installed in all departments of Kemp- 
ner’s Shoe Store, 418 Main Street, is 
now in operation as an additional fea- 
ture of the organization in providing 
greater comfort for its many patrons. 

James Kempner, vice-president of the 
firm, said the air-conditioning unit is 
the second largest in the city and that 
Kempner’s is the first store to install 
air-conditioning throughout every de- 
partment, on three floors. The new 
system has been placed in the beauty 
salon on the balcony and offices on the 
first floor, and in the ready-to-wear, 
fitting room, and in other parts of the 
building. 

Installation of the air-conditioning 
system at Kempner’s is only a part of 
the progressive program of the store 
which heretofore has included modern- 
istic styling throughout and the new 
and modern display windows. 
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You’re 
Hunting 


PANIC O 


STA-TITE 


HEELS 


Dave them! 


Emphatically, Panco Sta-Tite is 
not “just another rubber heel.” 
Beneath its sleek exterior are fea- 
tures of construction that are 
revolutionary. As a result, wear 
and resiliency are doubled—and 
the heel stays tightly bonded to 
the base as long as it remains on 
the shoe. Sta-Tite is a different 
heel, with plenty of talking points 
that help sell shoes — that make 
satisfied customers. 


WIRE SCREEN 
U. S. PATENT NO. 1,998,968 


PANTHER PANCO 


COM PANY 
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Carton Labels 


LABELS 
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Children's Footwear 


1 al la el eh 


MRS. DAY’S IDEAL BABY SHOES 

; Infants’ Soft Soles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Soles. 2-8 


Send for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
Locust St. Danvers, Mass. 
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Ski Boots 


6 6 6 OPO Se 


See America’s 
Biggest Line 


of 
SKI 
BOOTS 


to retail 
from $4 
to $10 


A compere range of new lasts and 
styles now In Stock, ready to ship. Sales- 
man will call by appointment. 


A. SANDLER CO. 


200 Essex Street, Boston 











Simplex Continues Growing 
Girls' and Children's Lines 


In the May 17 issue of Boor AND 
SHOE RECORDER, it was stated that the 
manufacturing of women’s shoes had 
been discontinued by the Simplex Shoe 
Mfg. Company of Milwaukee, Wis. It 
was also stated that Simplex would 
continue to manufacture children’s 
shoes; no reference was made to grow- 
ing girls’ types which the Simplex Shoe 
Mfg. Company had been making for 
the past many years. 

The Simplex Shoe Mfg. Company is 
only discontinuing the manufacture of 
women’s high-heeled style shoes, such 
as they manufactured in the past un- 
der the name of Adrian and Rich- 
Vogel. This policy does not in any way 
affect the shoes now made and formerly 
made under the names Simplex Co-Ed, 
Goodyear Welt, and Sbicca construc- 
tion for growing girls and women. 
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Remodeling Boosts Shoe Sales 








Harrisburg, Pa—The recent enlargement and redecoration of the shoe salon in the William 
B. Schleisner store, increased sales for the department 15 per cent. 

This department, opened twelve years ago and now managed by Ernie F. Barbush, has been 
completely transformed into a modern salon-type shoe department embodying the features, 
as near as possible, of an up-to-date sitting room. Circular display cutouts in the wall, flank 
two full-length mirrors and facing the fitting chairs, provide an excellent stage for the showing 


of featured shoes. 





N. Y. Travelers Hold Gala Outing 


New York—The annual outing and 
golf tournament of the Boot and Shoe 
Traveler’s Association of New York, 
held last Thursday, was a huge suc- 
cess both from the standpoint of turn- 
out and program. The outing this year 
was held in celebration of the associa- 
tion’s 30th anniversary and no finer 
day could have been chosen for the 
celebration of this event. 

Several of the golfers arrived at the 
outing grounds early and left for the 
Engineer’s Club where they played a 
round, smoothing out the kinks for the 
tournament in the afternoon. About 
12.30 the crowd gathered for lunch and 
after the meal, the golfers adjourning 
to the Engineers’ Club for the after- 
noon tournament and the rest either 
accompanying them as spectators or 
hieing themselves to the ball field to sit 
in the shade and watch the ball game 
meanwhile keeping cool with occasional 
drafts from an ice cold keg of which 
there were plenty. 

As the special match betwen John 
Ayling and Bill Butterworth promised 
to be an event well worth watching, 
quite a crowd followed this match 
around the course and were on hand 
to see John Ayling live up to his prom- 
ise to come out the winner this year 
after being beaten by Bill Butterworth 
last year. Playing superb golf, Mr. 
Ayling finished the round in 72, the par 
for the course being 70, against Mr. 
Butterworth’s 84. 

The play-off for the Boor AND SHOE 


RECORDER cup was won by J. J. Lyons, 
who won the cup in 1934 but lost it 
again at last year’s outing. A silver 
pitcher, given by the Shoe Style Digest, 
was won by Lou Friedman for low 
net and Sam Schwartz won a dozen 
golf balls, given by D. S. McDonald 
of the Marbridge Building. John 
Ayling was presented with a pair of 
shoes as winner in the special match 
and Mr. Lyons also received a pair of 
shoes with the RECORDER cup. 

A real shore dinner was the feature 
of the evening with everything from 
the cocktail to the watermelon and ice 
cream to finish it off. Music was fur- 
nished during the dinner by an accor- 
dionist and a piano player with singing 
by members of the party. After the 
dinner several of the oldest members 
of the association were called on for 
short talks. These included Mr. Oakum 
who was with the association since its 
organization, George Dyer and Harry 
Rogers. At the close of the evening 
Jim Baker called for a vote of thanks 
to Mort Seaman and Charlie Havranck 
for the work they put into this outing 
to make it such a success. 


Heads Shoe Department 


HARTFORD, CONN.—Sage Allen’s 
large department store has a new shoe 
department head— Harold Underhill 
from the Middle West. Under his man- 
agement the store has plans for enlarg- 
ing the department so that it will be 
much more inclusive than it is at pres- 
ent. 
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KEEP THE LAST 
FIRST IN MIND 





The modern last used in making shoes today is practi- 
cally perfect. Shoes have assumed a new beauty of 
contour and design that only modern moulding could 








achieve. 


In displaying your shoes, keep foremost in mind 
their basic shape and line. 
perfect as the last, can your shoes hold their original, 


proper shapes. 


permanently. 


Northampton 
England 


Melbourne, Australia 


Fairy Forms are made to the exact micromatic 
measurements of the last. 
of your shoes, keep their roundness of form and shape. 
And Fairy Forms will hold their own original moulds 


Use Fairy Forms in your displayed merchandise. 
Your shoes will look better, fresher, more alert! 
so thoroughly more saleable! 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


And only with a form as 


They will insure the lines 


And 


Frankfort 
Germany 
Mexico City, Mexico 


Paris 
France 








The New Leader of 
The National Shoe Fair 


[CONTINUED FROM PAGE 27] 


mark in the world in the field of sell- 
ing. He worked hard at it, just as he 
later worked hard at selling shoes 
to gain a foothold in the business world, 
and today at directing the affairs of a 
large factory. 

In looking at Herbert Lape’s un- 
usual career, his steady and sure rise 
to the top in industry, the young man 
is likely to ask: “Do things really hap- 
pen like that, or are they just the sort 
of thing one reads about in books?” 

Well, they happened to Herb Lape. 
And here’s what he has to say to the 
young men who are wondering about 
chances today: 

“The possibilities in business for 
young men who really want to work 
are much greater than when I started. 
In those days business conditions were 
pretty much static. Today they are so 
unsettled that anyone with the ambi- 
tion and willingness to work hard can 
advance much more rapidly.” 

After two and a half years at sell- 
ing papers he worked at a number of 
different odd jobs, and at one time in 
his youthful career he was a bellhop 
at the old Corrodi Hotel on East State 
Street. When he was 19 years old he 
got his first real job with a shoe fac- 
tory as a salesman for the Jones Shoe 


Company. From that time on his work 
was cut out for him. 

Fast developing as a crack salesman, 
his next job was with the Wolfe 
Brothers Shoe Company, and when 
Charles and Ed. Wolfe started the C. 
& E. Shoe Company he transferred to 
that organization. 

He had really “arrived” when, 35 
years ago, he began the connection with 
Julian & Kokenge as a salesman. In 
nine years he was made sales man- 
ager. To put it as simply as possible, 
in 15 years he became vice-president 
and director, and for the past nine 
years he has been president of Julian & 
Kokenge. Quick action on his part re- 
sulted in his sponsorship of Dr. Locke’s 
shoes in the United States, the manu- 
facture and distribution of which are 
controlled exclusively by Julian & Ko- 
kenge. He had always made shoes of 
the arch and corrective type, and, hear- 
ing of the work of Dr. M. W. Locke in 
Canada, he sent his son, Herbert, Jr., 
to investigate. On the basis of the 
favorable reports he immediately con- 
tracted for the manufacture of shoes 
bearing the Dr. Locke name. 

The name of Lape is destined to con- 
tinue in the shoe industry for some time 
to come. There are seven children— 
four boys and three girls. Herbert, 
Jr., is vice-president and sales manager 
of Julian & Kokenge, Howard is trea- 
surer and Robert and Thomas are 
learning the technical side of shoemak- 
ing. 





You wouldn’t think that a man who 
has lived such a full and busy life as 
Herbert Lape would have time for 
hobbies. Year-round golf is one of 
them and a 2100-acre farm in Fayette 
and Clinton counties is another. ‘“AlI- 
though,” he says (and this is in the 
way of a little advice to the younger 
men, too), “I really consider.my farm 
just as much a safe investment as a 
hobby.” The farm he owns is located 
in the finest farming section in Ohio. 

But first, last and always, Herbert 
Lape is a salesman. When he was a 
youngster it was papers, today it’s 
shoes. Now it is the National Shoe 
Fair. The main thing, he believes, is 
to do a good job of it, whatever it is. 





Plan Now for an 
Active August 


[CONTINUED FROM PAGE 30] 


wardrobes the last half of the month, 
and don’t forget travel shoes are im- 
portant at this time. 

National Fall Shoe Opening, August 
15, is being given special attention in 
Boot AND SHOE ReEcorDER. So is 
School Shoe Week, which offers a fine 
opportunity to stress the importance 
of competent fitting of children’s shoes. 

With all these opportunities for 
keen promotion, August should jump 
ahead of July by a generous per- 
centage, for those stores that make a 
real effort to get the business. 
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Men's Shoes 


er er res 








“HIGHEST GRADE ONLY” 
EAST WEYMOUTH, MASS., U.S.A. 











Riding Boots 


SE ee 


Omaha, Nebraska 
Exelusive Manufacturers 
Catalog on Request 


aS 
| =m 
ne 
a= 
BOOTS 








ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 
Write for new catalogue to the 
English Bootmakers 


‘' MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 

















Central Shoe Opens 
New Sales Office 


St. Louis, Mo.—The Central Shoe 
Co. of St. Louis, manufacturers of 
Robin Hood and Official Boy and Girl 
Scout shoes, have opened a new sales 
office in New York. They have leased 
1,000 square feet on the second floor of 
the 200 Church St. Building, where 
they will have on display a complete 
line of Robin Hood Shoes, Official Boy 
and Girl Scout Shoes, Perfect Eze for 
men and women and Gold Standard 
footwear for the entire family. This 
office will be open at all times. 

Walter Menke, vice-president, in 


charge of the sales and advertising, 
has appointed O. E. Hoskinson district 
sales manager. Mr. Hoskinson is well 
known to the trade in the metropolitan 
district, as he has covered this terri- 
tory for nearly 20 years and is well 
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New Boynton Store Wins Approval 
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BURLINGTON, .VT.—The well-known 
retail shoe establishment of B. J. Boyn- 
ton is now occupying a completely 
modernized store, with Fifth Avenue 
atmosphere within and without. The 
new store has a striking exterior, and 
a very up-to-date and well-planned in- 
terior arrangement, as shown in the 
illustration. The office and an attrac- 
tively arranged depattment for hosiery 
and accessories are other features that 
attract immediate attention. 

This store has been selling shoes to 
the men, women and children of Bur- 
lington for a generation and features 
a number of well-known lines, includ- 














ing Rice O’Neill, Foot-Saver, Kali-sten- 
iks, Arch Relief, Bostonians, Musebeck 
Health Spot, Moulton Bartley, Vitality, 
Daniel Green slippers and I. Miller hos- 
iery. The firm places special emphasis 
on correct shoe fitting and has a staff 
of seven experienced people, as follows: 
George DuBrule, Rita Morrisseau, Lo- 
retta_Moriarity, Charles J. Mahoney, 
Bradley Bacon, B. J. Boynton and O. P. 
Joly. Many favorable comments have 
been made on the planning, layout and 
furnishing of the new store, both by 
customers and other merchants, since 
its opening some weeks ago. 





acquainted with the dealers in this 
area. 

Mr. Menke has also put on five new 
salesmen to work out of the New York 
office. S. J. Burg will cover Brooklyn 
and Long Island; David Hilther, New 
Jersey; E. Belhumer, New England, 
and Harry Kandell, Philadelphia, Balti- 
more and eastern Pennsylvania. 

Mr. Menke is very enthusiastic about 
the progress being made by the Central 
Shoe Co. in the eastern market. Sales 
have been showing a constant growth 
all during the depression. Mr. Menke 
now feels justified in adding five new 
men in the eastern part of the country, 
as he plans quite a lot of new promo- 
tion to help the dealers increase their 
sales. One of the most important pro- 
motional activities will be the new 
Robin Hood radio program, which will 
start in September and will continue 
for 13 weeks during the fall over Sta- 
tion WHN. Plans also call for news- 
paper advertising in the New York 
Daily News and other Metropolitan 
papers. 





E. Roth Visits Europe 


DetrRoiT, MicH.—Eugene Roth, owner 
of Gene’s Shoe Store at 7815 West 
Vernor Highway, has left on a three 
months’ tour of Europe. Mr. Roth has 
a reputation locally as one of the most 
progressive neighborhood operators, 
particularly in the corrective field, in 
this city. 


Vacations Cut N.E.S.L.G.A. 
Turnout 


Boston, Mass.—Vacations cut rather 
heavily into the entry list of players 
in the annual summer tournament of 
the New England Shoe and Leather 
Golf Association, held recently at the 
Woodland Country Club. Nevertheless, 
more than 50 golfers attended the all- 
day outing. Among the prize winners 
were: 

First gross, S. M. Patterson; second 
gross, Francis Shea; first net (Class 
A) J. C. Sanderson; second net (Class 
A) L. P. Gutterson. Prize winners in 
Class B (prizes were awarded to low 
net scorers) were L. F. Dutton, C. L. 
Alger, Lester Packard, M. F. Flynn, 
H. L. Tracy, Dick Feakes, J. T. Keat- 
ing and William H. Larkin. 

Arrangements for the tournament 
were made by W. H. Larkin, president 
of the club, and Lyman P. Gutterson, 
vice-president, assisted by an execu- 
tive committee including Karl Mosser, 
Chick Connolley, Frank Wonovan and 
Jack Adams. 


Oldest Shoe Man 


HAMILTON, Mass. — George Kelly 
Knowlton, retired shoe manufacturer 
of Hamilton, was 96 on July 8, and is 
the oldest shoe man of Essex county, 
which is the oldest shoe manufactur- 
ing district of the country. He was 
making shoes when Lincoln was presi- 
dent. 
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appropriate on many Fall 


COR PO RATION and Winter oxford models. 


They are snappy, too. 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Classifpid and Want fel 





SALESMEN WANTED 


- LINE. WANTED 


CUBAN REPRESENTATIVE 











SALESMAN WANTED 


to sell popular in-stock line of women’s high 
style novelties. Strictly commission. Must 
have established trade. May carry non-con- 
flicting line. Virginia, West Virginia, Mary- 
land and Washington, D. C 

Send list of accounts sold and references. 


HANNAHSONS, Haverhill, Mass. 











OL established manufacturer of stitchdown 
shoes making a complete line of infants’, 
children’s, growing girls’, boys’, ladies’, and 
men’s romeos and ventilated oxfords, has open- 
ings for live-wire salesmen. All territories open 
for retail and voiume trade. Strictly commis- 
sion basis, payments twice monthly against ship- 
ments. Can carry one non-conflicting line. 
Address E-847, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMAN— Experienced, with established 
following for State of Ohio to carry our 
Brockton made men’s welts and complete lines 
of women’s novelty sport type McKays and 
Welts. In applying give references, age and 
revious ex; ce. DIAMOND SHOE COM- 
ANY, 139 Duane Street, New York, N. Y. 





ALESMEN calling on shoe trade to handle 

fast selling and useful shoe novelty accessory. 
Liberal commission. Samples can be carried in 
vest pocket. Send references and territory in 
first letter. Address E-855, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 





GALESHAR, experienced, live wire for Brook- 
lyn, Long Island, Westchester, Connecticut, 
Pennsylvania. Fast selling popular priced line 
of Juvenile shoes. Main or nonconflicting side 
line. Give full particulars. Address E-854, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





EXPERIENCED shoe salesman with an estab- 

lished trade in Western Pennsylvania to 

carry eo oe. —_ of —— — and 

— oe welts. n applying give references, 

previous experience. TAMOND 

SHOE "COMPANY. 139 Duane St., New York 
ity 


WANTED —Experienced salesmen to handle on 
commission line of Women’s Arch Shoes 
retailing $4.00 and $5.00. Fifty patterns car- 
ried in stock. Factory proposition, give refer- 
ences. Territory open—Illinois including Chi- 
cago, Georgia and Florida. Address E-853, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








FOREMAN WANTED 


A PROGRESSIVE and growing concern in Cali- 

fornia, manufacturing Turn shoes, has the 
position of foreman of the fitting room open. 
They are anxious to secure a man who is 
thoroughly competent on fitting women’s fine 
footwear, and who is able to teach green help. 
A foreman who is willing and able to invest 
capital is desired. Address E-856, care Boot & 
wd Bpeeeter. 239 West 39th Street, New 

ork, N, 








WANTED—s line of -popular priced women’s 
shoes, by salesman with eighteen years’ ex- 
perience in New York’and Pennsylvania. Vol- 
ume «trade preferred. References from last 
employer now out of business. Address E-848, 
cate’ Boot & Shoe Recorder, 239 West 39th 
Street. New York, N. Y. 





GGRESSIVE SALESMAN with volume fol- 

lowing, now employed, desires change. If 
you can use one who has ability to sell, I am 
the man you are looking for. Have 12 years’ 
experience selling and styling popular price 
women’s shoes and know the entire country. 
Interested only in good connection. Excellent 
record. Address E-859, care Boot & Shoe 
a aa 239 West 39th Street, New York, 











An experienced concern, having 
wide acquaintance in Cuban market, 
with headquarters in Havana, is de- 
sirous of securing representation of 
American shoe factories. 


There are splendid opportunities in 
this Cuban market for popular 
priced men’s, women’s and _ chil- 
dren’s shoes. Best of references fur- 
nished. For further particulars 


Address E-860, Care 
BOOT & SHOE RECORDER | 
239 West 39th Street 
New York, N. Y. 











MERCHANTS’ NEEDS 














FOR SALE 
FOR SALE: Steel shelvings from a lete 
shoe store that holds 3280 pairs and are 


adjustable. Will sacrifice for quick disposal for 
$100.00. Apply Smith Bros. Boot Shop, Inc., 
11 N. Third St., Harrisburg, Pa. 





' BUSINESS OPPORTUNITY 





EXCELLENT opportunity to obtain concession 
in modern western New York department 
store on reasonable commission basis. ~Address 
E-858, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





HELP WANTED 


Y OUNG lady who knows how to fit Children’s 
shoes and who can do bookkeeping in a retail 
shoe store in the New York area. Address 
E-862, care Boot & Shoe ama 239 West 
39th Street, New York, N. 








FOR LEASE 


A VERY desirable store located in a live 
Southern town, good location, has space for 
lease to a good operator of popular-priced 
Women’s Shoes, reasonable rental or on a per- 
centage basis if desired. Address E-857, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








WELT MANUFACTURERS 


W ANTED—Ladies’ shoe manufacturer of Lock 
™ Stitch or Welt construction, who might be 
interested in a new type of construction, which 
is demanded in stores every day. Address 
E-861, care Boot and Shoe Recorder, 209 S. 
State Street, Chicago. 








There's a Proven 
Way to Prevent 
“LOST SALES” 


Give your cus- 
tomers—even the 
“hard - to - fit” — 
shoes that fit per- 
fectly and comfortably 
and you’ve made not 
only sales but permanent 
customers. It can be 
done by making shoes 
conform to the foot... 
scientifically and  satis- 
factorily . . . with the 
DUNDE DE- 
VICES. They’re 
inexpensive 
and simple to 
use. 











Write for 
complete de- 
tails, NOW. 
«+. or take 
advantage of this 

SPECIAL COMBINATION OFFER 
Machine and Hand Iron Complete 


Bp 

F.0.B. New York City 

Hand Iron alone ............+++. 15.00 
DUNDE RESHAPING DEVICES, Inc. 
13 East 37th St., New York, N. Y. 




















address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents pe 1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
i= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “29 


In all other cases each word of the 


r word. Minimum charge, $ 
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= and Polly Shoe Holders. 


95 








Autumn Price Tickets and 
Window Display Cards... 
Now Available 


Write for circular illustrating samples of 
Tickets, sales messages on Display Cards, Polly 





CO 





“L”’—Oak-leaf de- 
sign—in shades of 
brown, tan and 
orange. 


“M”’ Rust pennant. 
Goldenrod yellow 
stripes on cream 
background. 


Size: 1%” x 2%” 


tickets. 


1 dozen 25¢ 6 dozen $1.10 





Available in all the popular denominations and blank 


12 dozen $2.00 


(Check with order, please, unless C.O.D. preferred) 


BOOT AND SHOE RECORDER 


Merchants Service Department 
209 South State Street, Chicago, Illinois 


“G”"——White board. 
Orange and tan de- 
sign. 








WORLD’ 
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Summertime in Chicago. oa 


Overlooking Lake Michigan, the great inland ocean — 
away from disturbing street ‘noises — The Stevens offers 


you Chicago's finest hotel location —in the very center 
of things — on famous Michigan Boulevard. 


We're old-fashioned at The Stevens, that is, when it 
comes to cheerful hospitality — but new in spirit. A 
friendly staff of employees interested in your com- 
fort will make you enjoy every minute of your visit. 


You'll be amazed at the many distinctive Stevens 
features at rates as low as two-fifty for one —four 
dollars for two. 


Overnight parking, 50¢ 
—garage with pickup 
and delivery, 75¢ 


THE STEVENS 


(og BROT NCO) 


S LARGEST HOTEL 





Sells Fall Shoes in 
Summer Sale Season 
[CONTINUED FROM PAGE 34] 


effect on the wearer, however, color- 
ful combinations bring refreshing 
notes to the costume. This window por- 
trayed colors in that it emphasized 
eight distinct color combinations in one 
design, with only a minimum of black 
shoes shown and gave the customers an 
opportunity for the expression of color 
in their costumes. 

“If all black shoes are accepted as 
high style and low style, all emphasis 
is then taken away. 

“Are we in the shoe industry through 
our fashion authorities forcing women 
to abandon the use of color in shoes 
by an overpromotion and overemphasis 
of black? 

“This is the time to sell more shoes; 
to pep up the spirits we need to sell 
color. Color does something to the 
spiritual well being of the wearer that 
is most important.” 


New Shoe Company 


SEATTLE, WASH.—A new shoe busi- 
ness has been duly organized and in- 
corporated this week in Seattle, as 
Drew-English, Inc. Capitalization is 
set at $12,000. The incorporators are 
Dan H. Drew, James P. English and 
John P. English. 





BUSINESS OPPORTUNITY 


WANTED TO PURCHASE 











Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 
this new and dignified profession. Home Study 
Course, including working models and equipment, 
furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
665 Broad Street Newark, N. J. 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





Tanner in New Store 


ATLANTA, GA.—Bose Tanner, who re- 
cently resigned from the Byck Brothers 
shoe Company to accept the position of 
manager for the new shoe department 
at the Bob Hayes clothes shop, reports 
that he is selling J. K. Orr shoes in- 
stead of Bona Allen shoes as was previ- 
ously reported. Mr. Tanner is enjoy- 
ing a nice business with his new depart- 
ment, which is located at 11 Peachtree 
Street, Atlanta. 


Podiatry Examiners Re-elected 


INDIANAPOLIS, IND.—AIl officers of 
the Indiana state board of podiatry 
examiners were re-elected Monday, July 
13, at the annual meeting in the State 
House annex. They are Dr. Dan R. 
Tucker of Indianapolis, president; Dr. 
H. E. Wiegner, Elkhart, vice-president; 
Dr. William R. Davidson, Evansville, 
secretary, and Dr. J. W. Bowers, Ft. 
Wayne, treasurer. 





WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 


Wanted: Red Cross Florsheim, Arch  Preserver, 
Enna Jettick, ete., Nunn-Bush, Bos- 
tonian, Walk-Over, ete. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 





Telephones WORTH 2-5180, 5181 














In New and Larger Quarters 


PITTSBURGH, PA.—Henry’s Shoe Store 
in Braddock moved into new and larger 
quarters on 862 Braddock Avenue and 
invited the customers to inspect the 
new location. 


| 
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DATES TO REMEMBER 


Pennsylvania Shoe Travelers Association, 
Tri-State Shoe Mart, William Penn 
Hotel, Pittsburgh, Pa.. .July 26, 27, 28, 1936 

Labor Day........... Monday, Sept. 7, 1936 

Official Leather Opening and Style Con- 
ference for Spring, 1937, Waldorf- 
Astoria Hotel ........... Sept. 14, 15, 1936 


Hebrew New Year... . Thursday, Sept. 17, 1936 


New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 

Sept. 27, 28, 29, 1936 

Columbus Day........ Monday, Oct. 12, 1936 

Election Day.......... Tuesday, Nov. 3, 1936 


Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 
Nov. 5, 6, 7, 1936 


Thanksgiving Day ... . Thursday, Nov. 26, 1936 





Winthrop Sales Up 
100 Per Cent 


Sr. Louis—J. O. Rand, director of 
the International Shoe Company, in 
charge of the Winthrop Branch, re- 
ports that orders received thus far this 
season are more than 100 per cent in 
excess of the same period a year ago. 
Mr. Rand also reports a very satisfac- 
tory development in foreign business 
for Winthrop. Three new men have 
been added to the selling force of the 
Winthrop Branch this season. 





What They Say 
About Shoe Sales 
[CONTINUED FROM PAGE 44] 


cisco say of their sale: “Hundreds 
of women, near and far, await reduc- 
tions in these superlative style and 
health shoes. And here are substan- 
tial savings in our great July event 
. . . two large groups in this season’s 
styles ... colors ... materials... 
generous size ranges. Clearance prices 
throughout all departments of both 
stores!” 

And Jeleff’s of Washington, D. C., 
declare: “Now is the time you can 
buy Florsheims—famous for beauty, 
quality and blissful comfort—at sav- 
ings that are really worth while. Don’t 
stop at one pair ... select two or 
three of the smart, seasonable models 
in our sale. Our entire stock is in- 
cluded. You’d better come in soon, 


though.” 


The unprecedented heat wave that 
has held so much of the northern sec- 
tion of the nation in its torrid grip 
is reflected in retail shoe advertising, 
not only in the emphasis on strictly 
Summer types of shoes, but also in 
the rather surprising number of firms 
annourcing the fact that their stores 
are air-conditioned, so customers may 
shop in eomfort. Thus retailing keeps 
pace with the march of progress and 
retail advertising proclaims the fact 
to all who read. 
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Buying Guide | 


BOOTS AND SHOES 

BROWN SHOE COMPANY, St. Louis, Mo........... ccc cece ec cc cee ececccucecues 24, 25 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.............ccccceececcecceuce 52 

aera aise men, PRIOIDINIS, (POs. 55 hock cia oc ae epigsivine cd vs Sal oa Seen oc Suns 33 

ENDICOTT-JOHNSON CORP., Endicott, N. Y........0. ccc cece ccc cecccccccceceees 4,5 
GILGERT SHOE CO., THE, Thiensville, Wis... ...... oc. cise ccc ccncccocdccccccvecs 1 

GREEN SHOE MFG. CO., Boston, Mass..... 2.0.0.0... cece ccccccccccvccces Back Cover 
HANNAHSONS SHOE CO., Haverhill, Mass........... 0. cece ccecccccecccvececeus 40 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo................0- 29 
KimereeALL BOOT GO. Omaha, Nob... o.oo. cece ccc cccccscccvcecc seuss 52 
Rapmerener mereere GO. Aubirn, Mo... 335.0. sieccik bine sv cvic cee pieeccbescabeuues 46 
Peripervene-@ aoe, Pitledelphia, Pa... 5... occ c cc ccc cc ccccccevedocecccccs 52 
MILLER, I., & SONS, INC., Long Island City, N. Y.......0.0-. ccc cece eee ceeeacuees 45 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass............cccccceeccccucees 50 
WPI IE Wares MIO, MSE... oo ocioon cod cc Succ vle vecdce cnseecccedoutecueer 46 
ROBERTS, JOHNSON & RAND, St. Louis, Mo.............. cece cece cccuceuces 35 
I ie Ge PMN, DAREG Ls os vc 5 os cickbcvledeeeieneccecccee ane eiwmolegae 50 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo......... ccc ccc cecccccceccuveevs 10 
VAUGHAN-TOWLE CO., Wakefield, Mass...........0cceccccccccccccccuccuceeuce 4% 

LEATHER AND OTHER MATERIALS 
ALLIED KID—New Castle Leather Div., New York City........... 0.0 cece cece eeeee 39 
AMERICAN OAK LEATHER CO. 2. isc icc ccc ccc lig ccc cccccccccecccccbes 4l 
COLONIAL TANNING CO., Boston, Mass............cccccccccccccccceccvececece 2 
EAGLE-OTTAWA LEATHER CO., Grand Haven and Whitehall, Mich. .......... 3rd Cover 
ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass......... 44 
PPNey PUTT Wig OE Wiig GORING, ING ba ois Siok vec cebnce Baca ecccencchivascunse 23 
HUBSCHMAN,; E., & SONS, Philadelphia, Pa... 2.2.20... ccc cece cece cee ceeeeee 2nd Cover 
amen mane Meme (Moston, Mass... 6... ok ss cs cacccc des cc cbcccccccce cowecae 31 
PAR ree CO. Chelsee, Mase... i. eeii ccc ia ccc ccc etcceisccecevbecd’ 49 
RICHARD YOUNG CO. New York City... 00.0... ccc ccc ccc cc ccc ccccccccceece 42 
a PU, ANON Sid ok. Oi SLBA ee BO ce db occ Heb ee lees 48 
SURPASS LEATHER CO., Philadelphia, Pa.............. ccc cee cece ceceee Front Cover, 42 
VAN TASSEL LEATHER CO., Norwich, Conn............. ccc cece cceeccececvecucece 48 
IE ams NEON TUES 55 oie 6 ais oc pov chon cas ¥aSeakc cas cerclauee inn 42 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
SPAULDING FIBRE CO., No. Rochester, N. H....... 0... c cece cece cece ecceeveecs 3 
UNITED LAST COMPANY, Boston, Mass...........-.cccccccccccccvccsccccecess 36, 37 
UNITED SHOE MACHINERY CORP., Boston, Mass...........0. ccc ceeeeeceuveees 6, 53 
STORE EQUIPMENT AND FINDINGS 
DUNDE RESHAPING DEVICES, INC., New York City.............. 0. ccc eee ee eee 54 
FRANKLIN MANUFACTURING CO., INC., Franklin, O............... 00.0 c eee eee 48 
GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich................. 47 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa... 62... 0 ccc cee cee ee eees 7 
DRE WI OG en, UB sono ao ea Ci oe acct hc cctecvccacces 8 
NE PIRI Vico sle cdi dia i due dcvdbrine tbovewe tececetescceeb ese 51 
MISCELLANEOUS 

BARIS SHOE COMPANY, New York City... .......... cece ccc cee cee eee eeeceeees 55 
I III, CIR. TI, aks one oi dae swedtepowsnndteeecncarcrsbuncdye ances 55 
SE RR i I I oi Sie baie akc hin oe hide ogi dele ve sda degeeabaekee 55 
KIRSCH-BLACHER CO., INC., New York City. ...... 0... cece cee cece cee eee neon 55 
TECHNOPEDIC INSTITUTE, Newark, N. Jo... 060. e eee eee 55 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass.................000. 50 
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MERCHANDISE 


* SMOOTH KIDSKIN 





e UNUSUAL OUTLINE 


¢ MONOTONES 


Marrona Brown 
No. 132 


Araby Green No. 160 


Oriental Oxblood 
No. 454 


Black 


Sharp angles, clean-cut outlines and smooth, 
flat surfaces distinguish this Autumn's 
fashions. Shoes echo this trend with supple 
kidskin in rich, dark monotones, molded 
closely to the foot. Specify Standard Kid 
for its true, even colors and its supple, 
sculptural qualities. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, oo Massachusetts 


Vol. CIX No. 22, BOOT AND SHOE RECORDER, » Saptaeee every Saturday by Chilton Compeny  {iee-) Chestnut and 56th Sts., Philadelphia, », x ws second elass 





aatlel tare November 28, 1982, at the Post under Act of March fiubscription price $3.00 per year. Printed i 
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STYLE, COMFORI 


AND 


COOLNESS 


N 
BY eaeywr 


Featuring a live sponge rubber cushion that 


“Noten Fitts, 
















gives the foot a springy, resilient support, these 
shoes combine fine style and supreme foot com- 
fort. Evans Kid, because it breathes, makes the 
“Master-Fitter” a cool shoe, as well as a comfort- 
able one. Then, too, Evans Kid, by retaining its 
fine finish a long time, helps this shoe keep 
its youth through many walking months. 
Dyed permanently, a sturdy, supple 

leather . . . Evans Kid enhances 
STYLE No. 139 both the snug comfort and 


smartness of all shoes. 


JOHN R. EVANS & CO. 
Camden :: :: New Jersey. 


Cut-away view showing the 
' special arch feature—secret 
' of “Master-Fitter” comfort. 


made of A. Whi d 
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ANNOUNCING 


THE FORMATION OF 


Walther PLoewendahl 


Industries Incorporated 


To serve retailers from Denver, West, the Walther Loewendahl 
Industries, Inc. is founded. A unique source of supply where you 
will be able to obtain footwear specially designed and styled 
for your needs—featuring the products of the world's leading 
shoe manufacturers, who build footwear to our specifications. 


The keynote of Walther Loewendahl Industries, Inc. is Service and 
Profits for merchants—one phase of which will be Mid-season stock 
support of the best selling shoes giving our merchants the benefit 
of filling in stocks when shoes are urgently needed. 


Our headquarters at Los Angeles are to be your headquarters for 
information and style and everything pertaining to the merchan- 
dising of the smartest footwear obtainable. 


Backed by a lifetime of experience in interpreting the needs of 
merchants, this new company makes available the manufacturing 
ingenuity of the East for footwear required by the West. 


® 
“EAST MEETS WEST” 





a ey 
: “ or 
eo SS L& 
Walther Loewendahl Oe eSE 
oS ¥ 
Industries Incorporated CSS 
640 So. Broadway Los Angeles, Calif. _,o° ry os a at 
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You Like the 





§052—Youths' and Little Gents’ 
Black Side Oxford, Surewear Sole, 
Rubber Heel. Sizes 8!7/2...... 75c 


5053—Same in Brown Side. 


5004—Youths' Gun Metal Oxford, 
Rubber Sole and Heel. Sizes 


WES fob ideas ost tater TMrc 
5004,—Same in Little Gents. 
SNE ITs acs cit 6 ctadsboned b7/r¢ 
5005—Same in Brown Elk. Sizes 
CONES 2s ciba lists con veuiaees T2/c 
5005',—Same in Little Gents’. 
og LL ee errr or ee 67Y/oc 


5306—Misses and Child's Patent Two Buckle 
Oxford, Surewear Sole, Leather Heel. Sizes 
” Ta Bape Raps Bells ae RE Oe: Shae, Ria me We 
5307—Same in Black Side. 
5308—Same in Brown Side. 
§300—Misses' and Child's Black Side Oxford, 
Surewear Sole, Leather Heel. Sizes 8!/2/2..9¢ 
530i—Same in Brown Side. 
5050—Misses and Child's Black Side and Pat- 


ent Oxford, Surewear Sole, Rubber Heel. 
UR asc sch eednnk cys odin tlets ces ie Mc 


5051—Same in Brown Side and Patent. 


500i—Youths' Black Elk Blucher, Rubber Sole 
and Heel. Sizes 11'/2.................. Mc 





IN-STOCK 





Kiddies Business 


You Should be an E-J Dealer 


F you are a retailer that knows and loves chil- 
dren .. if you are a retailer who gets a real thrill 


in fitting kiddies to their proper footwear .. if you 
are a retailer with a warm understanding of 
these youngsters ..then you should be an 
Endicott-Johnson dealer. 


For Endicott-Johnson Children’s shoes are styled 
and built by craftsmen who have an honest feel- 
ing for the needs of growing children. They 
thoroughly realize the importance of proper 
materials and more than careful manufacture. 


Sell Endicott-Johnson Children’s Shoes. You will 
know you are selling a well made, well fitting 
shoe that will assure you a steady customer 
return through the years. 


ieee ane bag net ya Metal Oxford, Linol 
ide Oxtord Surewear Sole, Rub- Leat le. Si ! 1 

ber Heel. Sizes 8/4/2.....77iac eather Sole. Sizes 2'//9.$1.22/, 
5056—Same in Brown Side. a te Side and (Ruffit Ox- 
5302—Misses' and Child's Black noes Neeeer: Soe Sine a 
poe Maas strap, we. “. -10 
eather Heel. Sizes 8!/,/2.... 2571—S ' 

5303—Same in Brown Side. Side. ee Oe a ee 


CIEE ee —— 
VOICOTT JOHNSON 
j tr 
ny fy, } 
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Like a bright light on shiny lacquer, Colonial Black 
Patent Leather provides a lively, dashing contrast 
with the rough, dull-finished suedes and fabrics that 
are all the vogue. This finest of patent leathers is 
being used in the country’s leading lines—for trim- 
ming and over-all patterns. It is a true Grade AA 


patent leather, acclaimed everywhere for its excep- 


JOHANSEN achieves distinctive balance of Colonial 
Black Patent and suede in these two Fall models. This 
line, well represented here, uses many other Colonial 
colors—182 Blue, 99 Brown, 258 Brown, and 198 Green, 
all of which are volume sellers. 


tionally long-lived surface sparkle. Use Colonial 
Black Magic and assure the success they deserve. 


Colonial Tanning Company, Boston, Massachusetts. 


colSliat 


FOR THE BEST PATENT LEATHER SHOES 
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NO, SON— | THINK 
BIG.BEN IS THE 
BIGGEST 









MOTHER, IS THAT 
THE BIGGEST 
CLOCK IN THE 










But, without guessing, you can name the 












ISN'T THERE 
A BIGGER 





























































CHICAGO, ILL. 
Dial diameter, 40 ft: 


JERSEY CITY, N. J. 
Dial diameter, 50 ft. 





WORLD'S BIGGEST MAGAZINE 


F the world’s biggest clock ticked off the circulation 
I of the world’s biggest magazine at one copy a second, 
it would have to run continuously, night and day, for 
100,000 minutes— more than two months—to register 
the close to 6,000,000 copies printed every week. 


That’s the gigantic circulation of The American 
Weekly . . . twice that of any other magazine on 
earth! In the 624 counties in which The American 
Weekly concentrates 87% of its circulation, 68% of 
all families live and 81% of a// retail sales are made! 


In these counties are located a// cities of 10,000 or 
more population, in most 
of which The American 
Weekly is read regularly 
in from 1 out of 5 to 1 out 
of every 2 homes! 
That’s the world’s most 
powerful selling support 
. . . the sales-stimulating 





NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 








‘The National Magazine with Local Influence’’ 


backing given retailers by manufacturers who adver- 
tise the every-day necessities and luxuries of life in 
The American Weekly. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 


In 144 more cities, 40 to 50% of the families 
In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 


... and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


Main Office: 959 Eighth Avenue, New York City 
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JEL 
JETTA 


JACK 


J Ih I A 


¢ 


“Black bridges the Seasons” 
both in clothing and footwear, notably 
so in women’s garmentry. Every mer- 
chant knows that of his total pairage in 
footwear, black leathers predominate. 
Smart shops and the great department 
stores are now emphasizing the style 
value of black in their Pre-Fall Autumn 
window displays. 


Jack and jill Jetta are crafted 
by expert workers. Their fine grain 
with tight break reflects quality. Fheit 
rich lustre tone mirrors quality. And 
their mellow texture proves their qual- 
ity. They add uncommon fineness to 
uncommon footwear, and added profit 
and prestige for your store and its 
service. 


Swatches on request. 


C M VIC F J TH © | HIiO ATH COMPANY e R 2D OHIO 
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